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Feather-Lite 


MANUFACTURING CO. 


Division of General Capsule Corp. 


DETROIT 37, MICHIGAN 





Li. 8-3400 


NOTES FROM GENERAL SALES MEETING 1962 


TO: BMM Dealer-Readers December 18, 1961 
FROM: Art Weiss 
SUBJECT: WHY SELL FEATHER-LITE? 


Lumber and Building Materials Dealers across the nation are relaxing their prejudices against 
aluminum building materials. The largest manufacturers of wood products and many large 
independent dealers are stocking and selling aluminum building materials with unprecedented 
success. As the nation's leading manufacturer of aluminum combination doors, this recogni- 
tion of aluminum building materials--this tremendous response--is extremely gratifying. 


All this you may know. In fact, you may well be one of the dealers we're talking about. Then, 
why this letter? 


Only this: That it's not enough, as you may have discovered already, simply to have a line of 
aluminum doors to sell. It's not enough to invest your money and time, to stock, to advertise 
and promote, to sell them. It takes much more--but not of your time and money--to make top 

profits in this business. 


It takes a quality manufacturer (with good jobbers) with a reputation for the best product money 
can buy. 





It takes a merchandising-minded manufacturer (with good jobbers) who understands your cus- 
tomers and your problems in getting them to buy. 





It takes a distribution-minded manufacturer (with good jobbers) who thoroughly knows and 
understands your problems, in ordering, handling, stocking, and delivering aluminum combi- 
nation doors--to be able to have the right quantity on hand at the right place, at the right time. 





It takes a service-minded manufacturer backed up by the best, service-minded, merchandising- 
oriented, well-located jobbers who are ready, willing and able to deliver on time what you say, 
when you say, where you say. 


In short, it takes a manufacturer (with good jobbers) who knows that if his only concern is 
your business, his business will take care of itself. 





This is the Feather-Lite story. Call or write us. Find out what we have to say and whether 
we can back it up. We'll be happy to give you the name, address and phone number of your 
nearest Feather-Lite jobber. He'll be glad to take care of your needs and prove what we've 


said here. 
# 





We're looking forward to hearing from you. 
Best Holiday Wishes, 


— WA, Weep 


/ Art Weiss 
AW:mah Vice-President, Sales 


J America’s Leading Manufacturer of Aluminum Combination, Self-storing and Screen Doors 
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| MAKE THIS RESOLUTION: WHATEVER 
ELSE YOU MAY SEE, HEAR, THINK OR 
BELIEVE ABOUT ALUMINUM COMBINATION 
STORM & SCREEN DOORS FOR 1962... DON’T 
MAKE A MOVE ’TIL YOU'VE SEEN & PRICED 
THE ALL NEW FEATHER-LITE LINE. ALL 
NEW DESIGNS! ALL NEW FEATURES! ALL 
| NEW BUYER APPEAL IN EVERY DOOR! AND 
BEHIND EVERY DOOR IS FEATHER-LITE’S 
| POWERHOUSE OF SELLING TOOLS TO GUIDE 
| You EVERY STEP OF THE WAY. YOUR 
| HAPPY NEW YEAR STARTS WHEN YOU FILL 
IN THE COUPON BELOW. (AND IT LASTS 
LONG AFTER JAN. 1ST.) SO WHY WAIT? 


EF. Feather-lite 
MANUFACTURING COMPANY 


21000 HUBBELL - DETROIT 37, MICHIGAN - LI 8-3400 





























ql | ‘Feather-lite 21000 Hubbell + Detroit 37, Mich. + LI 8-3400 


I want a H: appy New Year with Feather-lite. Rush me the 
all NEW facts on the all NEW 1962 line. BMM-12-61 





MY NAME 
+ COMPANY NAME 
ADDRESS PHONE NO 


CITY ZONE STATE 


[] tam a Jobber [_] 1AM A WHOLESALER 
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“EVERYTHING HINGES ON HAGER/.’ 


ager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
n Canada, Hager Hinge Canada Limited « Kitchener, Ontario 











Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience | 
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“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 
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Thousands of New Home Prospects 


and we're ready to share them with Qualified Dealers 


A current national sales promotion campaign need representatives and dealers in every 

for IBC Certified Quality Homes is literally part of the country RIGHT NOW! These are 

swamping us with new home prospects. We top grade prospects... people ready to buy! 
MAIL COUPON NOW 


IBC Homes will provide you with complete financing... a dynamic 
merchandising program and proven sales and operational procedures 


ae 


Southern Homes, Inc. 
P.O. Box 1009 * Charleston, Illinois 


Please rush me complete information on how | can 
become a dealer or representative for IBC Certified 
Quality Homes. 


Kindly state your present business— 


1 am presently....... 00390 


| am presently in the retail building 
material business. 


Name eee eeeeeeeeeeeeeeeeeeeeees SESS ESHOSHEHSEEHESHESEHEEETESEHEHEEEEHEEEEEEHOEHHEBHEEBES 


Address PESOS EEE HEHEHE EEE HEE ERE EEEEEEE eeee . . eeoeeeese 
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EDITORS’ VIEWPOINT. 


Aluminum Products Sales Trends 


HERE ARE SIX DEVELOPMENTS in the aluminum building 
products industry which are important to lumber and building ma- 
terials dealers. 

First, many aluminum product fabricators who sell primarily to 
specialty applicators on a regional basis are experiencing difficulties 
in making ends meet. 

Second, more building product lines are being marketed by major 
aluminum producers. A new example is a siding line just introduced by 
Kaiser Aluminum. 

Third, most of the aluminum firms with light construction products 
are trying to increase sales for new homes. (The bulk of these products 
has always been sold for home improvements. ) 


Fourth, a selected number of aluminum product fabricators are real- 
izing that permanent and successful distribution in the light construction 
industry can best be obtained through buiiding materials wholesalers 
and broad-line building materials retailers. 

Fifth, more lumber and building materials dealers are discovering 
that aluminum specialty promotion can often produce sales of wood 
products. One example reported in this issue tells of an Illinois dealer 
who sponsored an aluminum combination door truckload sale and 
found that people responding to the event also purchased a sizable 
quantity of plywood paneling. This is a good example of why the one- 
stop Home Center, which sells all types of building materials, makes so 
much merchandising sense. 

Sixth, more aluminum product distributors and building materials 
wholesalers are selling aluminum lines to lumber dealers—some of these 
firms actually arrange for installation on behalf of retailers, as reported 
in this issue. 


+ 


OST ALUMINUM PRODUCT manufacturers have felt a kinship 

with the specialty applicator or contractor—the fellow who is some- 
times known as a “suede shoe boy.” After all, aluminum products got 
their start in the light construction industry by selling direct to these 
applicator contractors, mainly for home improvement. 

The specialty home improvement applicator is usually a high-pressure 
salesman. The specialty business attracts the type of person who, as the 
saying goes, could sell refrigerators to Eskimos. The trouble is, so 
many of these applicators are here today and gone tomorrow. They sel- 
dom have the stability or financial strength of the lumber and building 
materials dealer. 


Little by little, leading aluminum product fabricators are under- 
standing the importance of the one-stop building materials retailer and 
are adopting sales policies for the dealer’s benefit. 

We think that this trend will continue until aluminum products will 
be on equal footing with all other types of building products in the 
broad-line dealers’ stores and warehouses. 


THE EDITORS 





























NO STICK, 
NO WARP 
NO UPKEEP! 


with Truscon Aluminum Patio Doors and 
Horizontal Sliding Windows 


Sell quality you can demonstrate—at prices you 


can profit by! eri 
Truscon features are selling facts you can count 


on. Consider the built-in “show-off” quality, the 
velvet-smooth glide, the anodized lifelong protec- C NS 
tion, full weatherproofing, no upkeep. R E P U B L I T E E L 

There’s a wide choice of types and sizes, with TRUSCON DIVISION 
matching aluminum screens. Youngstown 1, Ohio 

LOow-CosT APPEAL ... at prices you can live 
with, rock-bottom installation costs you can 
demonstrate. 

No CALL-BACKS .. . your customers save, too, 
with one-time only charges. 

GUARANTEED PROMPT DELIVERY... from 
nation-wide warehouses, to assure better service. 

Be a one-stop source for the right Truscon 
Aluminum Patio Doors and Sliding Horizontal 
Windows. 

Contact your Truscon representative or send 
coupon for more information. 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION ¢ DEPT. A-3239 
1058 ALBERT STREET « YOUNGSTOWN 1, OHIO 


Please send more information on: 


() Truscon Aluminum Sliding Patio Doors 
() Truscon Aluminum Horizontal Sliding Windows 


eee eit casimes 





Company 


Address Stee eee 





City ese: | eee 


ee ee ee ese ge ree 
hs cn i kn wt i is cine aniseed 
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New Developments 


HN.Usutvnvenneteaneisenenenenst gece iutcncntanieeenusnaicengaet 


BIG CASH-AND-CARRY FOR PORTLAND, ORE.—Newt King of King Building Supply 
has taken a 50-year lease on 5-1/3 acres of city-owned property 
located on Swan Island, an industrial park site with rail 
Siding, where he will locate a cash-and-carry lumber and 
building materials mart next year. (King has also sold his 
Hollywood district yard and purchased the Watson Lumber Co. 
in Portland). 








The Portland c&kc news comes atop that of California cé&c 
expansion plans of Wickes Lumber, disclosed in the Nov. 6th 
issue of this magazine. Other dealers are also surveying the 
west coast for caSh-and-carry sites. 





"LUMBER CENTER" HAS BEEN ADDED TO MAJOR EASTERN DISCOUNT STORE, 

"Two Guys From Harrison" outlet in Totowa Township, N. J. 
Department sells building materials, hardware, electrical 
supplies, etc., in supermarket fashion. Outlet is said to 
maintain an inventory of 1 million board feet of lumber; more 


than 5,000 sheets of plywood. 








Brand names include U.S. Plywood, Roddiscraft, Simpson. 
The discount house lumber center sells to the small builder and 
the do-it-yourself trade. Installation crews are available. 














Company claims caSh-and-carry discounts range from 10% to 50%; 
firm makes deliveries on orders of $30 or more. 





UNITED STATES GYPSUM will be ready to market its new prefabricated interior 
partition system directly after first of the year—watch BMM 
for details. 








Another important product just disclosed at the NAHB Exposition 
is new prefinished exterior siding from Georgia-Pacific Corp. 
which will have a 10-year guarantee and is said to last more 
than 20 years without re-painting. Watch BMM for details. 











A BREAK WITH TRADITIONAL PLYWOOD “INDEX GRADE" PRICING SYSTEM is underway 
by Georgia-Pacific Corp., in an attempt to let various 
thicknesses and types of sanded fir plywood seek their own 
individual market levels. 


For many years, 4" fir plywood has been the "index grade" and 
all other plywood items have moved up and down according to 

the price changes for 4%". This forces certain specialty items 
to be lowered in price when demand does not justify a reduction 
on the specialties. 











Under G-P's plan, each plywood item will maintain its own price 


(turn page for continuation) 
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NEW DEVELOPMENTS (begins on page 9) 


HRIHII.E THE f HMI TNT 


level and will not be related to the fluctuations of \". 


The G-P plan is not new. But it is significant because of the 
Size and stature of the company. 


e 
NEW PROGRAMS TO HELP CREATE MORE AND BETTER BUILDINGS will be the aim of a 


new Objectives Committee for the Producers Council, 
organization of building materials manufacturers. 








One reason that the committee was formed, according to the 
Council, is the trend of prefabrication work by building 
materials wholesalers and retailers. 








Suggestions on how the Council can help this trend can be made 
to: Elmer A. Lundberg, director of architectural services for 
Pittsburgh Plate Glass Co., 1 Gateway Center, Pittsburgh 22, 
Pa. Lundberg is chairman of the new Objectives Committee. 


WATCH FOR INCREASE IN USE OF THE "CONDOMINIUM" IDEA IN HOUSING, if state 
legislatures will pass laws to permit them. 


A condominium is similar to a cooperative, but the owner of 

an apartment holds a separate title to his property rather than 
owning stock in a corporation which entitles him to live in 

an apartment. 





The 1961 Housing Act authorized FHA to insure mortgages on 
condominiums just as it does on homes and apartment projects. 
Some projects already have been started. But, according to FHA, 
only the state of Hawaii and the Commonwealth of Puerto Rico 
have enacted specific legislation on the subject. 








NEW MARKETING AND PROMOTION PROGRAMS FOR PRIVATE WATER SYSTEMS will get 
underway in 1962 by the Water Systems Council. 
The program will include sales training for retailers of water 
Systems, including retail lumber and building materials dealers. 





NEW RESIDENTIAL ROOF-CEILING SYSTEM designed for Armco Steel Corp. is said 
to save up to 35% in costs compared to conventional roof 
construction. The new system uses a new roll-forn, 
light-gauge sheet in structural shapes. 





Other light construction components announced as the result 
of Armco research include a combination concrete and 
Steel-panel floor slab; a wall system in which a light-gauge 
roll-formed steel section functions as sash, mullion, jamb 
and head; low-cost steel wall panels with residential 
Styling and movable steel sunshade screens. 











Carl Koch, whose architectural firm developed the new component 
ideas for Armco, said that all of the above concepts can be 
eaSily integrated with conventional systems and materials. 
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BONDS 
Iron 
Steel 
Aluminum 
Brass 
Copper 
ronze 
Concrete 
Fibre-giass 


Strongest consumer Epoxy tested 


Top strength. Virtually foolproof, too! Weldwood’s 
new Epoxy is the strongest consumer Epoxy glue 
you can sell—proved by exhaustive laboratory tests. 
Yet this Epoxy was designed especially for easy 
consumer use. It has a mixing tolerance so great 
that even the most careless user can’t fail to make 
a good bond—every time. 

With Weldwood* Epoxy, there’s a Weldwood glue 
now for every use. Stock the full line—the most highly 
advertised family of glues in the United States. After 
special introductory 50% discount on Weldwood 
Epoxy, Weldwood’s standard 40% discount will be 
offered. Order today. 
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Also 
Bonds 
Pottery 

Ceramics 
Glass 
Wood 

Marble 

Masonry 
Rigid Plastics 

Porcelain 


so) od = O37 
INTRODUCTORY 
OFFER. FULL 


Lot 0 /mb)irerel el hm 
ORDER TODAY! 


United States Plywood, Dept. BMM 12-18-61, 
55 West 44th St., New York 36, N. Y. 


Weldwood Epoxy Glue 
(12 units containing two tubes each) 
Dealer Cost 5.34 
(Full 50% discount) 


YOUR PROFIT 


Retail value—$10.58 


Company 
Address 
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SPECIAL OFFER OF 
150% PROFIT... 


oS es mea ts i lets ite 


t 


vata INVESTMENT OF $200.00... 
YOU GET: 


FREE DISPLAY 


Retail Price: 
24—6” Grilles $1.95 $46.80 
24—12” Grilles All packed 2.95 70.80 
2416” Grilles e's carton 3.95 (94.80 
24—26” Grilles 595 142.80 


100 Assorted Letters, 
Individually boxed 35 75.00 
150 Assorted numbers in 
Polyethelene Bags i) 37.50 
12 Large numbers Brackets, 
Individually boxed 1.95 23.40 
Total _ $491.10 
Cost of merchandise 200.00 
PROFIT $291.10 


All necessary hardware included. Shipping costs 
prepaid. And add another plus... the prestige of 
Peerless products. 


ORDER NOW. 


PEERLESS GRILLE Co. 


1060 UTICA AVE., BYKLYN 3, Nv. Y. 


HIPA To Emphasize Quality 
Products, Service in 1962 


CHicAGO—Home Improvement Products Assn. plans to 
expand its Seal of Approval program in 1962, according 
to Henry Kirschner, president. HIPA will make available 
to participating members a special dealer reproduction of 
its Certificate of Approval and License. It will bear the 
dealer’s name as representing the licensed manufacturer 
for “quality” products. 

“Quality products, advertising, promotion, salesmanship 
and service to the public will be emphasized next year,” 
Kirschner said. “These are the elements of the only secure 
foundation on which a thriving, successful and enduring 
industry can be built.” 

Upgrading. In all fields of consumer product manufac- 
turing, the executive pointed out, active promotion of 
quality standards to protect the public has resulted in 
upgrading the entire industry. 

“This has resulted in widespread benefits to the home- 
owner,” Kirschner added. 

Exposition. The widest selection of home modernization 
products and services and the largest crowd in its history 
is expected Jan. 31-Feb. 2 for the 6th annual Home 
Improvement Products Show in Detroit’s Cobo Hall. 

“Thousands of dealers will have an opportunity to see 
new products, discuss their problems and prospects with 
current suppliers and participate in the tremendous sem- 
inar program being conducted by the Home Improvement 
Council jointly with HIPA,” director Robert Pomerance 
said. 

Exhibit space for HIPShow °62 may be reserved through 
Pomerance, at 331 Madison Ave., New York 17. 

Cooperation. Present planning by HIPA officers includes 
a program of regional meetings to discuss industry prob- 
lems, Kirschner said. Information will be exchanged on 
trends in the industry, new selling techniques, consumer 
acceptance of products and production problems. 

“We want to enlist the efforts of all manufacturers in 
our industry in a program that will give full assurance to 
the public that its best interests are being served in every 
possible way,” HIPA’s president continued. 

New group. Merger of the Aluminum Window Manu- 
facturers Assn. and Sliding Glass Door & Window Institute 
to form the Architectural Aluminum Manufacturers Assn. 
has been announced. Ratification of bylaws and election 
of officers is set for a Dallas meeting Jan. 15-17. 

AAMA membership is composed of the 106 companies 
said to account for 60% of all aluminum prime windows, 
sliding glass door and curtain wall production in the U.S. 
The organization is negotiating with the Federal Trade 
Commission to establish trade practice rules for the 
industry. 

Seal. Specifications for sliding glass doors and a revised 
one for temporary clear protective coatings on aluminum 
have been adopted by the organization. A seal of approval 
from an independent testing agency will be made available 
in an industrywide quality control and specification en- 
forcement program. 

Officers. Recently elected HIPA officers include: Henry 
Kirschner, Craft-Bilt Mfg. Co., president; William E. Ed- 
wards, Jr., Aluminum Home Products Corp., vice president; 
Max Langfelder, Alumo Products Co., vice president; 
Phil Brody, Seal Rite Aluminum Products, Inc., vice presi- 
dent; James R. Brown, Tren-Metal, Inc., treasurer; Lee 
Green, Alumaroll Products Co., secretary; and Méinita 
Westcott, executive vice president. 

AAMA directors have proposed only one slate of officers 
for 1962. Robert Russell, Miami Window Corp., and 
present AWMA head, will be president. George Radford, 
Radco Products, Inc., SGD&WI chief, will become execu- 
tive vice president. 

E. T. Gustafson, Ceco Steel Products Corp., will be 
vice president, architectural division and Russell C. Pond, 
Albritton Engineering Corp., vice president, residential div- 
ision. Murrell Spence, Nudor Mfg. Corp., will be treasurer. 


Circle No. 8 on Handy Cover Card December 18, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








Manufacture where your market is! 


Vertical Windows 


NOW, with the KELCO LINEAL 
FABRICATION PROGRAM designed 


for building materials distributors... 


... you can make and sell your own FULL LINE’ of 
ALUMINUM storm doors 


Alert, aggressive building 
materials distributors like 
Denver’s Richardson Lumber 
Company (300 dealers) are 
going Kelco! 








Horizontal Glide Windows 


Picture Windows 





and windows without 


expensive inventory or 


manufacturing costs ! 


THE KELCO LINEAL FABRICATION PROGRAM IS PRACTICAL, 


Reports outstanding merchan- 

diser Don Richardson: ‘‘ Evi- 

dence that the market is ripe rn eR 
for aluminum storm window Sian Best 
and door merchandising is - a 
shown by our steady sales Be a eas: 
increase. After the first 90 

days of operation, we now 

average more than $1,000 a 

week in combination sales.” 

(For detailed account of 

Richardson-Kelco operation, 

send coupon today. 


All-ne 


PROFITABLE AND EASY TO SET UP! 


Kelco supplies everything you need! Low-cost 
tooling, engineering help, financing, technical 
field assistance, sales and merchandising aids, 
full factory support! Kelco training in its own 
factory-school! No “‘special-skills’’ labor re- 
quired. As your own fabricator you pocket 
manufacturer’s profit ... protect your profits 
against competitive price-cutters ... give cus- 
tomers anything they want, faster, from your 
own shop (jalousies from KD components, 
aluminum thresholds, also included in Kelco 
program). Kelco warehouses all materials you 
need—no costly inventory! As your own manu- 
facturer, you control product quality. As a 
Kelco fabricator, you can meet and beat the 
challenge of competition on all fronts—pricing, 
service, quality, completeness of line! Manu- 
facture where your market is! Send coupon! 


w MULTI-closure!...a rugged, aluminum enclosure 


featuring 


c OMIN G SOON! interchangeable screens, glass, panels! Unlimited versatility of use! Wide 
appeal! Modular construction! Opens dozens of brand new sales oppor- 
tunities for the Kelco lineal fabricator! Expertly engineered by Kelco for 
efficient, profitable lineal fabrication! Watch for details! 





deta 
ed 
NAME 


ADDRESS 





Jalousie Doors Or be a dealer, buying f a Ke fra 


and Windows 1 oF 


KFLCO DIVISION, Wells Al num Corp., - 
1230 Henry St., North Liberty, Indiana a 


ho. facie? 
s on Kelco Lineal Fabrication Pro- More facts 
siding ‘‘Richar n Report 1 am a a 
) O Dealership Send coupon. 


in € Fabricat 
Mail today! 


f hiced Fabricat r area. Rer 


DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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NOW AVAILABLE 


11 FACTORY BRANCHES AND SALES OFFICES 
STRATEGICALLY PLACED FOR FAST DELIVERY 





3422 Stoneway Avenue 











SEATTLE, WASHINGTON SALT LAKE CITY, UTAH ALBIA, IOWA QUINCY, MASSACHUSETTS 
550 Gale Street 210 “A” Street, Box 466 320 Quincy Avenue 
Phone: Melrose 3-5441 Phone: Elgin 9-9933 Phone 554 Phone: President 3-2260 


- 

















\ 





SAN LEANDRO, CALIFORNIA 
| 2085 West Avenue 140th 
Phone: Elgin 7-0410 




















WASHINGTON-BALTIMORE 

12607 Columbia Pike, 

Silver Springs, Md. 
Phone: Mayfair 2-0200 











ALLIANCE, OHIO 
157 East Prospect Street 
Phone: Talbott 3-8870 














ST. LOUIS, MISSOURI 
7607 Page Avenue 
Phone: Parkview 5-5520 














DENVER, COLORADO 
865 Decatur Street 
Phone: Keystone 4-1741 











DALLAS, TEXAS ADDISON, ILLINOIS 
1311 Chemical Street 620 Westgate Drive 
Phone: Riverside 8-2041 Phone: Kingswood 3-5349 














QU: Weathny 
aluminum building 


PRGDUCTS 











Sell more doors — maintain a smaller inventory than ever before, 
and earn a greater profit. 

How? It’s simple. Let Moloney carry the inventory. 

Moloney, America’s leading manufacturer of aluminum doors 
offers you the only complete line from coast to coast; 

SCREEN DOORS — JALOUSIE DOORS — PATIO DOORS — COMBI- 

NATION DOORS. A NEW INSULATING DOOR FOR COMMERCIAL 

AND INDUSTRIAL APPLICATION; SELF-STORING DOORS OF 

BOTH Z-BAR AND EXPANDER TYPES. 


Each of the eleven factory branches carry a complete inventory 
ready for immediate delivery. 


THE MOLONEY COMPANY 
Main Factory and General Offices * 210 “A” St., Box 466, Albia, Iowa * In Canada: 
Manufactured and sold by Moloney Aluminum Products of Canada, Ltd., Aurora, Ont. 
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Building Materials 
Merchandiser 


New Product Spotlight (EDITOR’S CHOICE) 


a ; 
KLADLINED 4’ x 8’ sheathing panels 
easily handled at job site by one man. 


fi 
oie 


eet Oe Get. eee ph * 
é ¢ Mi ait: 


are lightweight and RUGGED SHEET is 


‘ 


—W ~~“ 7s /B 
‘ PT | 
pate 


| EP. 


-_ 
- 


ee a bo 
ee 


{ < 

i 
li? 
Po 


| i 


applied without costly corner bracing and 


also provides superior racking strength to sidewall. 


New Kaiser Sheathing Panel: Also Siding 


New Kladlined structural sheathing 
has perforated foil laminated with 
water-resistant adhesive to both sides 
of strong 4%” compressed fibreboard. 
It is the newest addition in the line 
of aluminum building products offered 
by Kaiser Aluminum & Chemical 
Corp. 

Application. The standard Klad- 
lined 4’ x 8’ panels are designed to 
be applied vertically to exterior studs 
with joints either lapped or butted. 

Advantages. The sheathing requires 
only one-fourth the storage space of 
other sheathings, the maker says. It 
combines reflectivity and strength in 
one product and has high insulation 
efficiency. It meets FHA-approval re- 
quirements. 


A good do-it-yourself product, the 
new sheathing also is said to be ideal 
for use as an attic, garage or basement 
liner. 

Cost-cutting. Kladlined sheathing’s 
strength makes its application possible 
without the need of costly corner 
bracing. It is one-third the weight of 
conventional sheathings for easier 
handling at job site, Kaiser announces. 
It also may be nailed or stapled. 

Kaiser Aluminum also will market 
a residential clapboard, v-groove and 
board and batten aluminum siding. 
The siding will be available with or 
without insulation backing and will in- 
clude many accessories. Watch BMM 
for details. 

(See page 16 for New Product Parade) 


Circle No. 201 on Handy Cover Card 


SHEATHING is quickly installed with 
overlapping joints which are easily 
nailed, using premarked nailing centers 
provided on each sheet. 


(Use handy coupon on back cover for more information) 
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Merchandiser 


New Product Parade 


Suspended Ceiling System 

Main components of a new, easy-to- 
install suspended ceiling system are M-D 
Ceil-Lite expanded polystyrene panels 
and M-D Aluma-Grid extruded alumi- 
num molding. Photograph at left shows 
how the finished ceiling appears in mod- 
el at far left and model at near left shows 
how various members of the molding are 
interlocked and joined, as well as the 
panel hold-down clips. 

The aluminum molding is available in 
three anodized finishes: satin, gold and 
black. Main tees, wall angle and wall 
angle cove are offered in 12’ lengths. 
Cross tees and bridging tees are produced 
in 2’ and 4’ lengths. The 3/4”- thick 
panels are FHA and UL approved as 
self-extinguishing. They are produced in 
2’ x 2’ and 2’ x 4’ sizes. Model pictured 
at left is available free with an_ initial 
order. Macklanburg-Duncan Co. 

Circle No. 202 on Handy Cover Card 


Lo} Cin Lite 


For more facts, 
use handy back 
cover coupon. 


Aluminum H Section Fencing System 


New aluminum H section 
solves problem of butting 
plywood panels together on 


Colored aluminum fenc- 
ing and privacy panels for 
backyard, pool and patio en- 
a straight line. It’s a com- closures are announced. The 
panion to the corner post, complete system of alumi- 
a V-shaped section for join- num slats, posts and gates 
ing plywood at right angles. along with installation §in- 
Both are available in 8’ structions is offered in kits. 
lengths for easy work with Several colors are available. 
4’ x 8’ plywood panels and Slats are 10” wide and can 
are produced in groove sizes be varied by basketweave, 
for three plywood thickness- vertical and horizontal in- 
es: 4”, %2” and 3%”. Reyn- stallations. NGE Rolling 
olds Metals Co. Mills. 

Circle No. 203 on Handy Cover Card Circle No. 204 on Handy Cover Card 
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Patio Doors Stand-Up Ladder 

_ Two new, aluminum roll- New all-aluminum_  wall- 
ing glass patio doors are an- type ladder is named _ the 
nounced. Stanley Model 73 Stand-Up. It features no- 


° ° 
Awning Windows Medallion Insert 
New multiple-vent alumi- Peerless Grille Co. has 
num awning windows fea- designed and produced a 
ture a thermal barrier bronze medallion of St. Jo- 
is the same door as Model 


against sweating and heat 
loss. Barrier is achieved by 
sandwich construction of the 
frame—a non-conducting 
vinyl center core locking in- 
ner and outer frames togeth- 
er without screws or rivets. 
Units are offered in several 
models: 2, 3 or 4 vents high. 
Etling Window. 

Circle No. 205 on Handy Cover Card 
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seph, traditional guardian 
of the home, as a decorative 
insert for its aluminum 
grilles. The medallion is 
deeply embossed and is 6” 
in diameter. The decorative 
insert is easily installed, re- 
quiring no screws or bolts, 
manufacturer announces. 
Peerless Grille Co. 

Circle No. 206 on Handy Cover Card 


69 but with the added advan- 
tage of insulating glass. Ball- 
bearing adjustable rollers 
provide easy alignment of 
out-of-square _ installations. 
Complete weather stripping 
assures sealing. Walnut pull 
is optional. Stanley Building 
Specialties. 

Circle No. 207 on Handy Cover Card 


slip serrated steps, no-mark 
rubber feet, safety tread top, 
3” steps and side rails and 
reinforced step braces. The 
Stand-Up is available in 5’, 
6’ and 8’ sizes. Price list 
and literature showing mak- 
er’s complete line may be 
obtained by lumber dealers. 
Shaf Manufacturing Corp. 
Circle No. 208 on Handy Cover Card 
(Continued on page 18) 
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= a new way to 


gate 
ALUMINUM 
SIDING 


MARKET! 


Custom-make your own 


A 3 


in your own warehouse! 


The coverall idea makes every home a prospect 
Eliminate huge inventories of aluminum trim 
No investment needed—let ALSAR show you how 


ALSAR MANUFACTURES A VERSATILE, QUALITY LINE 
ALUMINUM fire-welded enamel SIDING ; White Aluminum 


—s 1 r, | __ Gutters 
=i | = | | —— and 
: ’ / DOWNSPOUTS 


DELUXE SIDING SUPER DELUXE - DELUXE VERTICAL SUPER DELUXE VERTICAL 
¥," and %" Butt Backerboard Laminated : 10” Batten Type 9” V-Groove. Backerboard § 
to Panel Laminated to Panel. 7 . © Never Rusts 
® Never Rot 


A wide range of 11 decorator colors plus white is available. ® Never Needs Painting 


a 
a | S d r | n C MAIN OFFICE & FACTORY: 21121 Telegraph Road, Southfield, Mich., KEnwood 8-2250 
@ NATIONAL SALES OFFICE: 3427 N. Kimball Ave., Chicago 18, Ill, IRving 8-721 
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(begins on page 16) 





NEW PRODUCT PARADE 














Installs in 30 Minutes 

New Imperial aluminum storm-screen 
door can be installed in less than 30 
minutes, says maker. A prehung, self 
storing door, it features a continuous 
hinge, wool pile weather stripping and 
built-in bottom expander. 

Hardware furnished includes: push 
button latch, pneumatic closer, self-po- 
sitioning closer mount and wind-check 
Rattleproof inserts of the Imperial can 
be cleaned from the inside by lowering 
and tilting in, announces maker. The 
Weather-Proof Co. 

Circle No. 209 on Handy Cover card 
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RAPE PREVENTED 
insul-Pane Glass 
Aluminum Prod- New aluminum 
i are made in sizes to fit prac- 
tically any door or window. 
They are available in deco- 
rator white and shutter green 
and in two distinctive styles. 


Bath Enclosures 


New Temper-Tuf tub en- Tucker 
closures and shower doors ucts announces 
have shatter resistant, fully sul-Pane 
tempered glass encased with- single 
in aluminum extrusions. New sliding 


Pacer tub enclosure with 


e 


its new In- 
awning windows, 
windows and 
doors. Maker 
furnishes windows and doors 


Weather Vane 

New gleaming black Crow- 
ing Cock Weather Vane of 
rustproof aluminum stands 
38” tall and has a full 
25” to the slightest breeze. 
The maker’s multi-position 
mounting bracket makes 
the Weather Vane easily 
adapted to all roofs. Individ- 
ually packaged, it weighs 
5 pounds. The cast alumi- 
num Weather Vane retails 
around $19.75. Remington 
Hardware Co. 
Circle No. 210 on Handy Cover Card 
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For Windows & Doors 
shutters New 1962  Lawn-Boy 


For more facts, 
use handy back 
cover coupon. 


| 


Installs Directly Over Studs 


New standard 8” horizontal alumi- 
num siding panel for application directly 
over studs is named Protecto-Back. The 
panels are fully insulated with lami- 
nated backer-board. They meet FHA re- 
quirements for application directly over 
studs when installed over sheathing pa- 
per. 

Protecto-Back Panels are available in 
10 baked enamel colors. They substan- 
tially reduce time and labor costs re- 
quired for siding application in new 
home construction. Crown Aluminum. 

Circle No. 211 on Handy Cover Card 
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Snow-Handler 


Snow-Boy is winterized for 
operation in sub-zero weath- 
er. It’s capable of quickly 
clearing a 15” path through 
packed, drifted or crusted 


Tremper-Tuf is priced at completely assembled with They can be cleaned with a snow. Power unit is a 3 hp 
$74.95 for 5’ recessed tubs. Insul-Pane glass __ installed. garden hose and are easily two-cycle die-cast aluminum 
Norfe Temper-Tuf shower Prompt delivery is offered installed with 4 _ ordinary OMC engine. Non-clogging 
doors fit a 23%” or 24-3/8” to every point in the U. S. screws. A special paint fin- 6” chute rotates 180° to 
width. Choice of designs is through use of Tucker’s own ish is peel-free, fade-free throw snow in any direc- 
offered. Literature is avail- fleet of tractor-trailers. and crack-free, says maker. tion, well beyond cleared 


able. Theodore Efron Mfg. 
Circle No. 212 on Handy Cover Cord 
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Tucker Aluminum Products. 
Circle No. 213 on Handy Cover Card 


U. S. Aluminum Siding. 
Circle No. 214 on Handy Cover Card 


area. Outboard Marine Corp. 
Circle No. 215 on Handy Cover Card 


(continued on page 20) 
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and build for keeps 


Given the decorative virtuosity of modern block—plus the strength made 
possible by Dur-o-wal—dealers are doubly equipped to get their fair share 
of the building dollar. Every load of block sold represents a good chance to 
sell the leading masonry wall reinforcement which can more than double 
flexural wall strength, outfunctions brick-header construction. Write for 
44-page Armour Research Foundation Dur-o-wal test report. 


DUR-O-WwaL 
Masonry Wall Reinforcement and Rapid Control Joint 


DUR-O-WAL MANUFACTURING PLANTS 
© Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, IA. @ Dur-O-wal of IIl., 260 S. Highland Ave., AURORA, ILL. 
@ Dur-O-wal Prod., Inc., Box 628, SYRACUSE, N. Y. e@ Dur-O-wal Prod. of Ala., Inc., Box 5446, BIRMINGHAM, ALA. 
@ Dur-O-wal Div., Frontier Mfg. Co., Box 49, PHOENIX, ARIZ. © Dur-O-wal of Colorado, 29th and Court St., PUEBLO, COLD. 
@ Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. © Dur-O-wal Inc., 1678 Norwood Ave., TOLEDO, OHIO 
@ Dur-O-wal Ltd., 789 Woodward Avenue, HAMILTON, ONTARIO, CANADA 
Circle No. 11 on Handy Cover Card 











Strength wi 
flexibility —the two 
basic factors for a 
repair-free masonry 
wall are assured by 
these engineered 
companion products. 
»-wal reinforce- 
ment, top left, 
increases flexural 
strength 71 to 261 
per cent, depending on 
u eight Dur-o-wai : 
number of courses, 
type of mortar. The 
ready-made neoprene 
Rapid Control Joint, 
beneath, flexes with 
the wall, keeps itse 
sealed tight. 


“I 





NEW PRODUCT PARADE 


(begins on page 16) 


Siding with DuPont PVF Film 


New Alsco Premium 30 factory-fin- 
ished aluminum siding is laminated with 
DuPont Tedlar polyvinyl fluoride film 
Permanence of the color-life of the film 
is said to assure homeowners a beauty 
that lasts. Alsco is issuing a 30-year writ- 
ten guarantee on each panel of Premium 
30, which now is a test market item and 
will net be available on the open market 
until next summer. 

Siding’s surface also is guaranteed 
‘against cracking, corroding, splitting, 
flaking, pitting, chalking. Alsco, Inc 

Circle No. 216 on Handy Cover Card 


Installs Like a Wood Door 


New Quincy Armaclad prime alumi- 
num door, right, has wood core. It may 
be sawed, planed and installed like a 
wood door. Door shown above is full 
134” jalousie model; Armaclads also 
available as flush, one-light, self-storing 
and screen doors. 

An aluminum cap, upper left, com 
pletes the Quincy Armaclad door. Ordin- 
ary tools as used by any carpenter, lowe: 
left, are all that’s needed to install door 
Door is available ia either plain or ano 
dized finish. Hess Mfg. Co 

Circle No. 217 on Handy Cover Cord 


Painted Storoom 


New aluminum Storoom 
is offered in sections, can 
be assembled in minutes 
It's available in white with 
turquoise cleats. Sliding 
doors have nylon sliders that 
make the doors easy to 
handle. Two regular sizes 
are offered: 36” x 72” and 
48” x 72”. Perforated hard- 
board and a steel floor is 
included in both aluminum 
or steel Storoom. SeaView 
Industries. 

Circle No. 218 on Handy Cover Cord 
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New Sales Aids 











Do-It-Yourself Aluminum Rack 


This new versatile floor rack is de- 
signed to give maximum display to all 
of Reynolds Metals 100 Do-It-Yourself 
Aluminum products in a minimum of 
space. The rack, available through dis- 
tributors, can be obtained in a money- 
saving package deal under which dealers 
get enough Do-It-Yourself Aluminum 
free to cover the cost of the rack. 

The Do-It-Yourself Aluminum can be 
cut, formed and drilled with regular hand 
tools. Literature is available to dealers. 
Reynolds Metals Co. 

Circle No. 219 on Handy Cover Card 





Cupco Aluminum Sales Builders 


Catalog sheets, letter and statement 
stuffers, newspaper ad mats, spot an- 
nouncements and product brochures are 
among the numerous merchandising aids 
now available free of charge to Cupco 
aluminum products dealers. 

The Cupco line includes triple-track 
combination windows, 2-track combina- 
tion windows, combination doors, sliding 
glass doors and screened patio and porch 
enclosures, all constructed of aluminum. 
Building Products Div., Cupples Com- 
pany. 

Circle No. 220 on Handy Cover Cord 


Window & Door Shutters Display 

A new sales-closing, all-aluminum 
shutter display is portable. It can be used 
in a dealer’s showroom and also for job 
site demonstrations. 

It promotes a shutter that is made in 
sizes to fit virtually any door or window, 
manufacturer announces. The skutters 
are finished with fire-baked enamel that 
will remain beautiful for years without 
repainting. It is as permanent, peel-free, 
crack-free and fade-free as modern en- 
gineering can make it, states maker. 
U. S. Aluminum Siding. 


Circle No. 221 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 


Cash in on our eumoxes 
ALUMINUM SIDING OFFER 


A Winter Won't Wait Value! 


me [ge 
aethitii it 


Only 00¢ a square foot gives you beauty that lasts a house-time 


Wepco Co-op Ad Program 

Wepco has launched a giant winter 
advertising program in cooperation with 
its dealers. Colorful pennants, wall and 
window signs, direct mail pieces like the 
one pictured above and special promotion 
banners are supplemented with spot radio 
commercials to push the Wepco alumi- 
num line. 

Promotion kits in small, medium and 
large sizes containing different numbers 
of displays and material now are avail- 
able to building materials dealers. Wepco, 
Div. of The Weather-Proof Co. 


Circle No. 222 on Handy Cover Cord 
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the 
‘ very finest 


HARDWOOD 
~FLOORIN G 


BRADLEY BRAND Oak Flooring is precision-manufactured from selected oak 
timber, properly seasoned. Straightline ripping on special saws assures precise 
matching which expedites laying, eliminates nailed-in tension and safeguards against 
opening up. BRADLEY RRAND flooring meets NOFMA standard grading re- 
quirements. Its uniformly high quality is recognized by architects, flooring con- 
tractors, builders and owners throughout the nation. Available in Red Oak and 
White Oak in the following sizes: 


242 X24 2%2X1% %wxX2 Wwx1lhe %wX2 *w%wX1I*R Nnex2 


BRADLEY BRAND Prefinished Oak Flooring offers exceptional economy in laying 
new floors over old. It is ideal, too, for new houses. Available in the following sizes: 


2732 X 2% 2X2 


BRADLEY BRAND Pecan Flooring is gaining favor for use in gymnasiums, schools, 
industrial buildings and many homes. Available in the following sizes: 


3¥42 X 2Y%qe 3542 X 1%2 25442 K 2% 242 X12 T&G 25/32 X 3% (JOINTED) 


OTHER SIZES MILLED TO YOUR SPECIFICATIONS 


Smart buyers are using more White Cak Flooring 
BRADLEY BRAND White Oak Flooring is manufactured For Your Western Lumber 


from famous Saline River Bottom White Oak timber. gy pa 
PITTSBURGH, PENN. 
1615 Oliver Bidg 
KANSAS CITY, MO. 
POTLATCH FORESTS. INC. 2007 Bryant Bidg 
DEER PARK, WASH. 
BRADLEY -SOUTHERN DIVISION Deer Park Ind., Inc 
WARREN. ARKANSAS or eee 
NEW BRUNSWICK, N. J. 
Post Office Box 55 


JACKSONVILLE, FLA. 
4113 Longwood Rd 


LEWISTON, IDAHO 
General Offices 
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Sliding ALUMINUM WINDOWS 


Cupples series 100c Sliding Window with integral fin and inside 
PF & & 
trim. 23 standard sizes. Also Picture Slide, Center 
Vent Slide and Picture-over-Slide windows. 
































ALUMINUM WINDOWS 
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Derren DABILITY 


is but one reason for 
using bupples windows 
and sliding glass doors! 


DEPENDABLE FOR QUALITY OF PRODUCT 
DEPENDABLE FOR SERVICE AND DELIVERY 
DEPENDABLE FOR CONTINUITY OF OPERATIONS 


Everybody likes to do business with dependable people . . . to handle de- 
pendable, satisfactory products. Nothing costs a builder or a dealer more 
in lost time, in aggravation, and in profit dollars than to have the manu- 
facturer fall down on delivery or to ship poorly made products that give 
unsatisfactory service and require costly call-backs. 


You'll find Cupples aluminum windows (double-hung, single-hung, slid- 
ing) and sliding glass patio doors dependable in every way. They’re not 
only superbly designed, embodying all the latest improvements, but 
they’re also precision made to assure trouble-free operating efficiency 
and complete customer satisfaction. 


Dependable, too, is Cupples service and delivery that gets your windows 
and doors to you on time—when you need them—delivered from nearby 
warehouse stocks. And what’s more, you'll find all Cupples products 
priced to meet today’s competitive conditions. 


Now add to all this, the DEPENDABILITY of product, of service, of 
company behind the product (Cupples is a division of ALCOA) ...and 
you'll quickly understand why you should investigate Cupples. Write 
today for a copy of our latest catalog. Address Dept. BM-112. 


CUPPLES PRODUCTS CORPORATION 
A DIVISION OF ALUMINUM COMPANY OF AMERICA 
2650 SO. HANLEY ROAD - ST. LOUIS 17, MO. 


VW ALCOA 
SLIDING GLASS DOORS A CUPPLES PRODUCTS DIVISION 
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Alcoa Siding ... Alcoa Gutters and Downspouts — 


—products your customers respect! 
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More and more customers demand quality insist upon 
the assurance provided by the famous Alcoa label. They 
know Alcoa carefully controls quality from ore to finish- 
the only maker of aluminum siding and gutter systems that 
“takes it all the way! 

Both Alcoa" Siding and Alcoa Gutters and Downspouts 
have two famous Alcoa hallmarks of quality: A superior 
prepainted Alwma/ure” finish is applied only after the tough 


9 
aluminum alloy is chemically pretreated to grip paint tightly 


{/clad—metallurgical bonding of high-purity aluminum 


alloy to a strong aluminum core—assures long-lasting 
strength and weather resistance 

Available in a choice of colors, Alcoa Siding comes in both 
horizontal and vertical styles with or without insulating 
toam. Alcoa Siding is sold by these national distributors 

Barrett Division of Allied Chemical Corp 

Bird & Son, Inc.—The Philip Carey Manufacturing Co 

The Flintkote Co.—Mastic Corp 

Each panel of Alcoa-Made Siding bears the famous blue 


label shown below 





ALCOA. 
SIDING 
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Alcoa Aluminum Gutters and Downspouts feature all- 
riveted construction and an exclusive Alcoa installation 
system. Long-length but sturdy Alcoa Gutters are easily, 
quickly installed with the Alcoa rivet system—no hot solder- 
Ing, NO paint or coating needed. Available in natural alumi 
num and all-white. prepainted Alumalure finish 

For more information, write: Alcoa Building Products, 


Dept 1856-M Grant Building, Pittsburgh 19, Pa 


ALCOA SIDING: 6 ways better 

1. Alumalure finish 2. chemically 
pretreated 3. alclad 4. stronger alloy 
5. foam insulation 6 foil backing 








ALCOA, 





GUTTERS AND 
DOWNSPOUTS 


s 
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| M-D Quality Boosts Sales . 

















,- M-D Variety Builds Volume! 


Here’s an impressive view of Macklanburg-Duncan’s ever-expanding line of 
building products! Each one chock-full of customer-pleasing quality. Each one a 
profit-making sales opportunity for you! 

Check the great variety! Determine now whether you are taking 

full advantage of this popular, nationally advertised line of M-D quality 


building products! 


NUMBERS & LETTERS 





you know, the Macklanburg-Duncan Direct-to-Dealer 
policy provides you with greater discounts, with 
better service as well as with the highest quality 


To M-D Dealers: This picture is a dramatic reminder 
that Macklanburg-Duncan Co. is your time-saving, 
“‘one-stop-and-shop” source of supply for the greatest 
variety of fast-selling, quality building products. As merchandise at reasonable prices 


MACKLANBURG-DUNCAN CO. 80x 1197- oxtatoma city 1, oxta. 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 
Circle No. 15 on Handy Cover Card 
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SEASONAL 
HAPI PROMOTIONAL THEMES 


1962 HAP! MERCHANDISING CALENDAR 


MONTHLY 
HAP! PROMOTIONAL FEATURES 





INTERIOR EXPANSION 
“More space for better living” 
“New found space — new found fun” 


JANUARY 


FINISH BASEMENT 
alternate 
Remodel Kitchen 


FEBRUARY MARCH 


GUEST ROOM & BATH AD-A-ROOM 
alternate alternate 
Family Room Garage Into Living Space 





EXTERIOR IMPROVEMENTS 
“The new look” 
“Spring time spruce-up” 


APRIL MAY JUNE 


NEW SIDING & ROOFING 
alternate 
Ad-A-Dormer 


PATIO & PORCH 
alternate 
New Siding & Roofing 


GARAGE & CAR PORT 
alternate 
Terraces 





EXTERIOR REMODELING 
“Operation face-lift” 
“Build-in the built-up value” 


JULY AUGUST 


GARAGE & CARPORT 
alternate 
Ad-A-Wing 


SEPTEMBER 


NEW SIDING & ROOFING 
alternate 
Patios & Porches 


DORMERS & ATTICS 
alternate 


Garage Into Living Space 





INTERIOR REMODELING 
“Good looking — good living” 
“Give yourself a HAP! holiday” 





OCTOBER 
REMODEL KITCHEN 
alternate 


New Walls, Ceilings 
& Floors 


NOVEMBER 
NEW WALLS, CEILINGS 
& FLOORS 


DECEMBER 


FAMILY ROOM 
alternate 


cant Remodel Kitchen 


Guest Room & Bath 








Home Improvement Sales Themes 


WASHINGTON—Promotional themes 
to concentrate merchandising effort 
on home modernization during the 
coming year are being distributed in 
calendar form (above) by the Na- 
tional Retail Lumber Dealers Assn. 

This flexible HAPI (home and 
property improvement) merchandising 
calendar permits participating building 
materials dealers, wholesalers, manu- 
facturers and news media to “zero in” 


on seasonal and monthly promotions, 
according to E. F. “Al” Walsh, 
NRLDA intra-industry relations direc- 
tor. 

In announcing the program, Thom- 
as T. Sneddon, NRLDA administra- 
tive vice president, outlined the leader- 
ship role retail building materials mer- 
chants are playing in the home and 
property improvement market. 

“During the first three months of 


TUUETASUTUATAT ONO TAA 


the training phase of our HAPI pro- 
gram 140 dealers completed the 5-day 
course,” Sneddon pointed out. “I know 
of no other training program of this 
scope that has come anywhere near 
that record. 

“Now the ball is really rolling,” 
Sneddon continued. “During the first 
three months of 1962 our HAPI train- 
ing program is booked solid. 

“We have scheduled 18 new classes 
in addition to the six already held,” 
he noted. “It is possible more than 
1,000 dealers will complete the course 
in the coming year.” 

Appeal. Seasonal themes of the 
1962 HAPI merchandising program 
will primarily appeal to building ma- 
terials manufacturers who can_ use 
them in advertising almost any prod- 
uct at any time, Walsh explained. 

Dealer advertising and promotion 
can be based on these seasonal themes, 
he added, but most will probably lean 
to the monthly features to get greater 
‘point-of-sale impact. 

Pick and choose. No participant in 
the HAPI merchandising program is 
in any way restricted or committed to 
use all or any part of the complete 
calendar, Walsh indicated. Each par- 
ticipant is free to pick and choose as 
the calendar best lends itself to pro- 
moting a specific product or package. 

Participants will be permitted to use 
NRLDAY’S trademarked HAPI identi- 
fication. This emblem can serve as an 
umbrella under which the entire in- 
dustry focuses on the remodeling mar- 
ket, Walsh said. The emblem is fur- 
nished in two forms—either as an 
overall identification with the program 
or with space set aside for company 
name. 





Kitchen Specialist School in March 


cago, and Dr. Joseph W. Thompson, 
Michigan State University, East Lan- 
sing, Mich. In addition, Ron Ringen- 
berg, regional contract sales manager, 
Mutschler Bros. Co., Nappanee, Ind. 


CHICAGO—A 6-day kitchen special- 
ist training school for building ma- 
terials dealers and salesmen and oth- 
ers will be held in the Hotel North 
Park Mar. 18-23. This 6th annual 
school is sponsored by National Kitch- 
en Cabinet Assn., formerly known as 
National Institute of Wood Kitchen 
Cabinets. 

Included in the 6-day school is a 
4-day course in kitchen planning for 
$95 and a 2-day kitchen management 
course for $50. Combined courses 
cost $125, including equipment. 
Rooms at the hotel range from $5.50 
to $11 a day. 

Faculty. Key instructors for the 
school include Gen Young, kitchen 
and color consultant, Derry, N. H.; 
Arthur C. Johns, director, House & 
Garden's Living Design Center, Chi- 


28 


and Klaus Paradies, district sales 
manager, Whitehall Cabinets, Inc., 
East Rockaway, N. Y., will teach. 
NKCA said John’s executive kitch- 
en designer kit, which is included in 
course equipment, is an improved sys- 
tem for making floor plans, elevation 
and perspective drawings and how to 
use them to sell kitchens. Thompson 
has developed a new sales manage- 
ment technique to illustrate how situa- 
tions can be handled by various ap- 
proaches to selling, it was added. 
Details and application blank from 
education director, NKCA, Dept. 
BMM, 75 E. Wacker Dr., Chicago 1. 


Ceco Acquisition 
CuicaGo—Stockholders of Ceco 
Steel Products Co. approved acquisi- 
tion of Mitchell Engineering Co., Co- 
lumbus, Miss. for $2.5 million. The 
action expands Ceco metal building 
sales through nine southern states. 


Roofing Prices Weaken 

New York—Barrett Div., Allied 
Chemical Corp., announced a 7% cut 
in the published price of 1”-thick fi- 
berboard roof insulation. It said the 
move was made to meet unofficial 
discounts offered for several months 
by other producers. 

Price of asphalt shingles has also 
eased in certain parts of the country. 
Concessions of about 5% were re- 
ported for large quantities. Price 
boosts of 5% to 7% by other pro- 
ducers are said not to be holding and 
discounts are from the old levels. 
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“Better for less,"" because. . 


@ Panels can be installed in any weather. 


Hy, / Both sides coated with pure Vinyl finish factory- 
warranted for 10 years against peeling, blistering, 


(ol aT -Tol dtale melaeeie-P4lale B 


' by e ¥%”" fiber backer board helps prevent wavy walls. 
Our Ul ere Ul Asphalt impregnated, laminated to panels to seat 
out moisture, add insulation. 
; ' ‘ Insulated panels meet FHA qualifications for 
/ © (ol ig-te4 amet o)e)itor-)ce]amm comm) dU le l-uma-lelllol-t-mml-lelol amr late, 
I] lf OF GSS: material costs. 
€ 


Exclusive construction features speed installa- 


tion, save time and money. 


Available horizontal, insulated or hollow-back; 
fol) o}(-me Summ alelaPdelaie-lim-lale Mm Zclad(or-| Mm lal-t0lt-1t-le bain) 
a wide range of popular colors. 


There's more! You can get complete information— 
if you write today to Hastings Aluminum Products. 


t «rd .,t \| wal 
/ 

MHAS TINGS 

ALUMINUM PRODUCTS, INC. 
Dept. 5L, Hastings, Michigan. 


ALUMINUM 


reer: | 


~~ 


ge Faw ee 


MEO AGI AICS Le 


MANUFACTURERS OF FINE ALUMINUM SIDING, ROLL-UP AND ALUMI-AWNINGS, ORNAMENTAL COLUMNS AND STORE FACING MATERIAL 
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Lumber Manufacturers Okay $1.8 Budget 
For Promotion; Urge Grade Changes 


WASHINGTON—In its annual con- 
vention, the National Lumber Manu- 
facturers Assn. approved a $1,838,- 
000 budget for the National Wood 
Promotion Committee and adopted 
two resolutions designed to increase 
the appeal of wood products to con- 
sumers. 

One resolution urged reduction of 
the number of lumber grades and 
standardization of grade names. It 
said the early implementation of this 
objective is being “frustrated” by con- 
troversy over lumber sizes and mois- 
ture content and urged NLMA’s ex- 
ecutive committee to resolve the ques- 
tion speedily. 

Another resolution recommended 
“the development of improved exte- 
rior finish performance on wood 
through research by a properly quali- 


fied research organization.” 

A third resolution called on the 
U. S. Commerce Dept. to explain to 
prospective foreign buyers that “there 
is no American timber famine or lum- 
ber shortage which would impair 
our trade” with other countries. 

Dedication. As part of NLMA’s an- 
nual gathering, the organization dedi- 
cated its new Washington headquar- 
ters, the Forest Industries Building. 
Sen. John L. McClellan (D-Ark.) de- 
livered the dedicatory address. 

The imposing new eight-story struc- 
ture contains more than 100,000 
board feet of lumber. Nineteen species 
of wood, from all the major forest 
areas of this country, were used in 
the construction. 

Federal control. The NLMA con- 
vention also went on record with an 
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Charleston, W. Va. 
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14-16 
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Junction, Ariz. 
13-16 
June 
27-29 
August 
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1962 Convention Dates 


9-14 Northwestern Lumbermens Assn., Minneapolis 
[raining Schools, Miama Beach 
Kentucky Retail Lumber Dealers Assn., Louisville 
Southwestern Lumbermen’s Assn., Kansas City, Mo. 
Northeastern Retail Lumbermens Assn., New York 
The Ohio Assn. of Retail Lumber Dealers, Columbus 
Western Retail Lumbermens Assn., Portland, Ore. 
30-Feb. 1 Michigan Retail Lumber Dealers Assn., Lansing 
31-Feb. 2 Home Improvement Products Show, Detroit 


Mountain States Lumber Dealers Assn., Las Vegas, Nev. 
6- 8 Carolina Lumber and Building Supply Assn., Winston-Salem, 


7- 8 Mississippi Retai! Lumber Dealers Assn., Inc., Jackson, Miss. 
7- 8 Lumber Dealers Assn. of Western Pennsylvania, Pittsburgh 
Illinois Lumber and Material Dealers Assn., Inc., Chicago 
Virginia Building Material Assn., Roanoke 

Nebraska Lumber Merchants Assn., Omaha 

Louisiana Building Material Dealers Assn., Baton Rouge 
Wisconsin Retail Lumbermen’s Assn., Milwaukee 

27-Mar. 1 Indiana Lumber and Builders’ Supply Assn., Indianapolis 
7-10 Florida Lumber & Building Material Dealers Assn., Jackson- 
Montana Retail Lumbermen’s Assn., Billings, Mont. 
Tennessee Building Material Assn., Memphis 

Kansas Lumbermen’s Assn., Salina, Kans. 

5- 7 West Virginia Lumber & Builders’ Supply Dealers’ Assn.. 
8-10 Lumber Merchants Assn. of Northern California, Yosemite 
Lumbermen’s Assn. of Texas, Austin, Tex. 

3- 5 Arizona Retail Lumber & Builders Supply Assn., Apache 
Building Material Merchants of Georgia, Jekyll Island, Ga. 
National Plywood Distributors Assn., Vancouver, B. C. 


Alabama Building Material Exchange, Inc., Panama City, Fla. 


New Jersey Lumbermen’s Assn., Atlantic City 








expressed fear that the proposed Wa- 
ter Resources Planning Act would 
lead to federal control over forest 
management on state and private 
land “in the guise of water control 
legislation.” 

In his departing speech as NLMA 
president, A. B. Hood charged that 
Congress is passing its Constitutional 
authority to Executive department 
bureaucrats. 

He pointed out that the Senate 
passed the Wilderness Bill—which has 
not been approved by the House 
with authority delegated to an ad- 
ministrative agency “to lock up an 
area as ‘small’ as the state of West 
Virginia or as large as 10 times the 
size of the state of Maryland.” 

Hood said the cult of “natural re- 
source worshipers” fail to realize that 
proper and scientific exploitation of 
forest land is necessary for protection 
of the preservation and recreation pur- 
poses they admire. 

In this connection, the retiring 
NLMA president called on every one 
of the executives to launch a “vigor- 
ous, dynamic public affairs program 
. . . tO impress upon our employes 
and their dependents, and upon our 
suppliers, the impact which govern- 
ment actions are having upon our 
industry.” 

Election. The NLMA chose Arthur 
Temple, Jr., president of the Southern 
Pine Lumber Co., Diboll, Tex., and 
prominent in Texas retail lumber deal- 
er circles, to head the trade associa- 
tion in 1962. A. B. Hood was named 
board chairman. 


Youngstown Kitchen Sold 

WARREN, Onlo—Sale of American 
Radiator & Standard Sanitary Corp’s 
Youngstown Kitchen division here to 
the newly-formed Mullins Manufac- 
turing Co. was completed recently. 
The kitchen division was sold to a 
group which formed the new Mullins 
company in compliance with an or- 
der in an antitrust suit. The suit fol- 
lowed the merger of the former Mul- 
lins firm into Amstan. Robert Potter, 
Mullins president, said his firm has 
taken over the complete kitchen 
equipment and contract stamping 
business of Amstan. 


U. S. Gypsum Builds Plant 


Cuicaco—U.S. Gypsum Co. will 
construct an acoustical products plant 
adjacent to its insulation and hard- 
board plant in Greenville, Miss. 


Cascade-U. S. Plywood Merge 


PoRTLAND—Directors of the Cas- 
cade Plywood Corp. have approved 
an offer to merge the company with 
the United States Plywood Corp. 
through an exchange of stock. The 
move will give U.S. Plywood addi- 
tional manufacturing operations and 
timber reserves in Oregon and Mon- 
tana. 
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higher quality 
at lower 
cost” 


a, 
1 "8 Najy 


HOMASOTE PRODUCTS 


CUT BUILDING TIME — CUT BUILDING COSTS 


ple: 
for OOO oat row SOFFITSOT 


Bull 


WITH REGULATION 
SCREENED VENTS 


—quickly and economically applied in 8’ or 12’ lengths, provides 
the modern finish under wide, modern eaves 


Show them the product. Then show 
them just where and how it both 
increases the quality of the house 
and cuts the cost. Every builder 
wants to widen his market. Higher 
quality, lower costs and important 
time-savings—with these he can 
widen his market. With Homasote 
Products you provide all three. 
Moreover, there is a thickness or 
size (up to 8’ x 14’) to help him 
cut his costs in almost every part of 


the structure, while adding insula- 
tion and sound-deadening values. 


To build your sales more rapidly 
—pinpoint your sales efforts by con- 
centrating on one Homasote Prod- 
uct or Application per month—as 
all Homasote representatives are 
now doing. You will be supported 
by a consistent national advertis- 
ing program in leading Consumer, 
Architect and Builder publications. 








a “ 
VACATION 
HOUSE 


And now—we are able to supply you with a dynamic, new—but fully £701 
tested—sales builder. Pictured above is a three color NUTSHELL CARD 
measuring 3” x 6”. Each of these cards graphically presents the major 
uses for a Homasote Product. Each month you mail out the card which 
is being nationally advertised that month. When you display these on 
your counter and mail them out with your statements, you get amazing, 
traceable results. For full details of this new plan, contact your Homasote 
representative or write direct—Dept. M-3. 


ae 


TO WIDEN YOUR MARKET .. . get the full facts 
about Vacation Homes, Shell Houses and 
Farm and Utility Buildings constructed by 
the new Versitruss-Panel System. Also—ask 
about the Homasote Financing Plan for 
Vacation and Small Homes. 


As always—Homasote sells the Building Field 
solely through the Building Materials Dealer 


HOM AS OT E company 
TRENTON 3, NEW JERSEY 


Homasote of Canada, Ltd. « 224 Merton Street ¢ Toronto 7, Ontario 
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PERCENT OF DEALERS HANDLING ALUMINUM PRODUCTS 


PRODUCT 


Aluminum Fencing 

Aluminum Wire 

Aluminum Foil 

Aluminum Ladders 

Aluminum Roofing 

Aluminum Siding 

Aluminum Foil Vapor Barrier 
Aluminum Windows 
Aluminum Combination Doors 
Aluminum Sliding Glass Doors 
Aluminum Bath Enclosures 
Aluminum Awnings and Canopies 


. ATTAINS 
Hi WAU TT 


PERCENT OF DEALERS HANDLING 


1957 1960 
0% 5% 
67% 74% 
63% 69% 
24% 38% 
0% 53% 
23% 49% 
O% 63% 
65% 72% 
- 91% 
68% 

38% 

41% 


TINEAADNDEAANA EGAN ENA ENEE= 


SOURCE: ‘‘Profile of Broad Line Building Material Dealers’’ sponsored jointly by Building 
Materials Merchandiser and The Saturday Evening Post. 


Aluminum Product Growth Continues 


as a » - # 2 

MECHANICALLY FASTENED aluminum batten sidewall system 
for prefab homes developed by Reynolds Metals Co. Wood- 
grain embossed Colorweld aluminum sheet provides the ex- 
terior skin for the prefab panels. The sheet is 4’ wide by the 
height of the wall. The sheet and two rows of roll-formed 
batten clips are nailed to intermediate panel studs in the pre- 
fab plant. At the construction site, clips are attached right 
over the sheet, at each joint; then prepainted roll-formed 
battens are snapped over all clips. The system includes skirt 
boards, inside and outside corners and window trim. 


WO TRENDS among lumber and building materials 

dealers have contributed to the rise in aluminum 
product sales by dealers during the past few years. These 
trends are component and full-house prefabrication and 
dealer home improvement contracting services. 

Aluminum producers have been active in creating 
products for the prefab industry, such as the batten side- 
wall system pictured at left. As dealers increase their pre- 
fabrication operations, they tend to also increase their 
purchase of aluminum building products. 

For example, Hilco Homes of Philadelphia, an out- 
growth of Hilco Lumber Co., now sells more aluminum 
siding than any other type, according to Martin Cohen, 
president. 

Aluminum products have always been popular in home 
improvements. As one-stop building materials merchants 
establish home remodeling departments, controlling both 
materials and labor, they become receptive to selling 
aluminum siding and specialties. One example is the 
Charleroi (Pa.) Supply Co., which didn’t sell aluminum 
products until the company set up its own home improve- 
ment contracting department last year. (See picture at right.) 

At the top of this page are figures which show the 
percentage of BMM readers who sold aluminum building 
products in 1957 and the percentage who reported on 
the same products in a similar survey made last year. 

As indicated in the survey figures, almost all dealers 
now sell aluminum combination doors and more than half 
sell aluminum roofing, a prime rural area product. 

Some leading aluminum product jobbers now offer in- 
stallation services on their products for the retailer. 
Several examples of this development are documented 
in this issue. 
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“ BOLTS-NUTS -WASHERS 
' ASSORTMENTS 














HOME IMPROVEMENT MANAGER of Charleroi (Pa.) 
Supply Co. shows aluminum siding samples from manu- 
facturer's sample case. The lumber company took on 
the aluminum line when the home improvement con- 
tracting department was formed last year. It is now a 
regular product line for the company. 
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ALUMINUM DISPLAY MODEL erected by Bliffert’s Town 


et 


and Country 


Builders’ Mart shows following aluminum products in use: aluminum 
shingles, aluminum soffit (perforated and non-perforated); siding, win- 


dows, gutter, jalousie door and patio door. 


Veteran Milwaukee lumber dealer says: 


“Now Is The Time To Get 


Into Aluminum Market’ 


Bliffert Lumber & Fuel Co. has increased its sales and prof- 
its by promoting a full line of aluminum products to build- 
ers and homeowners. Dealer and supplier cooperate to 
develop suitable aluminum window for sub-zero tempera- 
ture. 


New. warehouse exclusively for aluminum products, plus 
special display center and added sales push, guarantees 
customers superior service. 


Newspapers, direct mail, radio and TV are used to blanket 
the Milwaukee trading area. Aluminum sales goal for 
1962: $300,000 minimum. 


MILWAUKEI 

HEN AN OLD, well-established 

building materials firm decides 

to stock, promote and sell a full line 

of aluminum products, there must be 
a good reason for it. 

In the case of Bliffert Lumber & 
Fuel Co., Milwaukee, a firm founded 
in 1903, the reason makes sense. This 
is how William M. Greco, sales man- 
ager of Bliffert’s aluminum center, 
explains it: 

“We feel metal windows are here 
to stay and now is the time to 
get into the business. Furthermore, 
if we don’t get the business, someone 
else will.” 

Actually, the Bliffert firm, which 
operates six yards in the Milwaukee 
area as well as a wholesale division, 
has been interested in aluminum 
products for a long time. George 
Pradarelli, a Bliffert yard manager, 
tried unsuccessfully to find a full-line 
aluminum supplier several years ago. 

Reynolds Metals Co. started look- 
ing for a good outlet in the Mil- 

(continued on page 36) 
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See the Sensational 
New Homes 
built with 


TT AY, | 
UW. Reynolds Aluminum! 


These Model LASTING BEAUTY... 
LOWEST UPKEEP...” 


H 
scp RE'S e “er ' , GREATER COMFORT! 
Open for a hes /; sppily the 


Inspection 








SALES MANAGER WIL- Builder See these n ‘ na ace exteriors 
LIAM M. GRECO and Greiten-Schloemer Co. Gating al ot callie uit tate of Royaitie. Ale —_ 

model combination alu- 6501 W. Lincoin Av, LI 1.6710 SE ee, reer See ee atYHOUNS ALUEEROUN WOW — 
minum window with Blif- Model Location isit the model homes these builders have open f werp or vot Never need panting, 
12900 W. Von Norman Av. vir heart ang ur neae , ‘gree sts . 

fert trademark—Rebco 1100 er rth oa er es <n ee Other Widely Featured 
—a combination of the aioe sot fotore Aluminum Building Products 
Bliffert and Reynolds reaonpoeen 
names. Standup flip chart 


presentation gives Blif- f =~ 
Wm. A. Johnson Co. 


4 
fert salesmen complete ; 4 N 
Roaey 11616 W. North Av r WwW 
rundown on firm's alu- @ = 0 sce Off 


Model Location 


yr i an asm w. ease S| «XS THIS WAY TO EASY UVING AND YOUR BEST HOME-BUY! 


) - Lumber— 
e" BLIFFERT = 
huilders Like eee Coal—Oil 


t Av. HU 1.7050 Everything in Reynolds Aluminum at the NEW Bliffert 


=| ALUMINUM CENTER 


a — 6 Convenient Locations 
HM. Co. | York Construction Co. 
Penis 4900 W. Fond du Lac UP 1-4530 
faiiee Mode! Location BLIFFERT’S DISPLAY AD in Milwaukee Journal 
aa helps promote their builder customers who are 
using Reynolds aluminum products, also their 
aluminum center at their south side yard. 
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‘Get Into Aluminum Now” 
(begins on page 34) 








waukee area about a year ago. Blif- 
fert, which sells about 22% of the 
building materials in the area, seemed 
a logical choice for the Reynolds’ 
‘““House-of-Ease” program. Negotia- 
tions resulted in the Bliffert tie-in, 
with plenty of supplier help at the 
sales level; also a complete line of 
aluminum products. 
Sales goal. The program has been 
oo ge gathering steam for the past four 
Seas omy conker 6 nee a months and sales next year from the 
PERS!) Ma Bliffert aluminum center should ap- 
egies proximate $300,000, sales manager 
Greco feels. This estimate is based on 
the fact that Bliffert has the only 
complete line of aluminum building 
products from one source in the Mil- 
anf waukee area, says Greco. 
MAE ALUMINGUIA 5s Secondly, the well-planned promo- 
* sale ond secure even ; P ° . 
“1 180 moh herricone wind | tional campaign uses TV, radio, news- 
PERS you cooler in . . 
7 paper, direct mail and personal sales 
calls on architects and builders. 
Thirdly, a new two-story warehouse 
(6,200 sq. ft.) will afford a storage 
and fabrication center which will en- 
able Bliffert to handle a larger vol- 
ume and still meet delivery schedules. 
Although Greco feels that the Blif- 
fert organization has only scratched 
the surface in aluminum sales, it 
has already had good acceptance by 
builders and homeowners. The four 
fastest selling aluminum items have 
been siding, sliding windows, soffit 
and gutters. 
Bliffert has four crews, each with 
a man and helper, applying aluminum 
siding. By next summer, Bliffert ex- 
pects to sell a truckload of siding 
each week. Their big volume in alu- 
minum siding thus far has been in 
BUILDER SALES AIDS include this special exhibit pointing out the new construction. Homeowners are 
advantages of aluminum products like overhang, ductwork, insulation buying siding and applying it them- 
and roofing. Builders use this selling aid in their model homes. selves. 

Another reason for Bliffert’s opti- 
mism is the aluminum soffit system, 
the only source for this specialty in 
the Milwaukee market. It is avail- 
able with a maximum overhang of 
48”. This specialty is being offered 
by builders as an option and it is get- 
ting a good reception from both build- 
ers and homeowners, despite a price 
differential of approximately $100 for 
the average house. Ease and speed 
of installation and freedom from main- 
tenance are the main selling points. 

Some of Bliffert’s builder customers 
are using the aluminum soffit system 
in their model homes as a means of 
introducing it to the Milwaukee mar- 
ket. 

Window sales. Working together, 
Reynolds and Bliffert have developed 
a line of aluminum windows especial- 
ly for the Milwaukee market, where 
a —13° temperature is the stand- 
ard that must be met by an acceptable 
window. Milwaukee, says Greco, didn’t 
have an aluminum window with a 
wood liner before Bliffert entered the 
market. 


ALUMINUM PRODUCTS sold by Bliffert for this 3-bedroom house of 
1,100 sq. ft. include aluminum windows, siding, roofing, soffit, gutter 
and aluminum combination door. 
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“It is the wood buck, storm panels 
and thermo-break that’ sells these win- 
dows,” he declares. The prime win- 
dow is received from Reynolds and the 
wood liner, storm panels and track 
are installed in the Bliffert shop so that 
it is ready for immediate installation 
when delivered. All the builder has to 
do is plumb it and nail through the 
fin and it’s in. 

Aluminum windows sold thus far 
are sliding type, but Bliffert intends 
to emphasize a single-hung unit next 
year which has even greater consumer 
acceptance. Both these units will have 
a wood liner. 

Bliffert sells aluminum products un- 
der its own brand name of “Rebco,” 
compounded of Reynolds and Bliffert. 
Stickers carrying the Rebco name are 
attached to the aluminum products de- 
livered to the job. 

Aluminum products handled by Blif- 
fert include: prime windows, soffit sys- 
tem, louvers, siding, storm doors, 
storm windows, shutters, flashing, 
thresholds, sliding glass doors, foil in- 
sulation, nails, hardware, roof shin- 
gles, gutters and downspouts. 

Bliffert’s major display of their 
aluminum products is located at their 
south Milwaukee yard, where a ga- 
rage-size model shows the following 
products in use: aluminum shingles, 
aluminum soffit (perforated and non- 
perforated); siding, windows, gutter, 
jalousie door and patio door. Use of 
vertical board and batten siding is 
also illustrated. 

Alongside the aluminum model are 
a number of model garages including 
two with Frantz “Filuma” doors of 
fiberglass and aluminum. These are 
much lighter and easier to operate 
than the average garage door. Since 
these doors are translucent, windows 
are not absolutely necessary. Bliffert 
is the Frantz distributor for Milwaukee. 

Heavy promotion. Over 600 build- 
ers in the Milwaukee area are receiv- 
ing a series of seven letters over a 
14-week period covering the various 
aluminum products and services of- 
fered by Bliffert. These pieces are 
mailed from the Reynolds home of- 
fice in Richmond, Va. on Bliffert Alu- 
minum Center letterheads, giving the 
location of each of the Bliffert yards 
and the list of aluminum products 
sold. 

Bliffert’s builder customers in the 
“House of Ease” program have twice 
been promoted in %-page ads in 
the Milwaukee Journal, and other lo- 
cal builders have been tied into TV 
spots in the Dick Powell TV program 
sponsored by Reynolds. 

In addition, colorful brochures pre- 
pared by Reynolds give prospects a 
rundown on monthly payment costs, 
with the builders’ name on the out- 
side together with a perspective, floor 
plan, chief aluminum products and 
other features of the house on the 
back of the promotion piece. 

Bliffert has also used radio spots 
like the following: 

“More and more aluminum is being 
used in building. Only modern, lasting 


aluminum combines all the qualities of 
beauty, durability and freedom from cost- 
ly upkeep and repair. 

“So before you build or remodel stop 
at Bliffert’s new Aluminum Centers, 2128 
West Morgan and 6826 South 13th 
Street, two blocks south of College Av- 
enue. At Bliffert’s, you'll find only the 
high quality line of Reynolds Aluminum 
products—products such as aluminum 
flashing, hardware, thresholds, attic vents 
and combination storm windows, doors 
and screens. 

“Aluminum products mean convenience 
and durability. For example, aluminum 
screens require no fitting, no marking for 
storage. Storm windows and doors are 
easy to remove and store, easy to carry 
because they’re lightweight. They won't 
warp cr rot, yet they take every abuse 
from the outside elements. 

“Bliffert, one of Milwaukee's oldest 
building material dealers, will be happy 
to help you with your aluminum building 
problems. Stop at Bliffert’s Aluminum 
Centers, 2128 West Morgan or 6826 
South 13th Street.” 

Bliffert is selling aluminum windows 
for apartment houses as well as resi- 
dences. Most of the window sales have 
been for homes of about 1,100 sq. ft., 
selling for around $13,990. Even 
homes in this price range have used 
a 6’ aluminum sliding glass door in 
the rear, eliminating a rear door and 
window and giving the house more 
sales appeal. 

Since architects frequently control 
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specifications, Bliffert is making a di- 
rect approach to this market with 
personal calls and direct mail pieces. 
Fe aluminum shingle is one item in 
particular on which the influence of 
architects is expected to be helpful. 

Sales training. Eleven of Bliffert’s 
29 salesmen regularly call on builder 
accounts; other builder prospects for 
aluminum are contacted by Dan Dan- 
barry, the Milwaukee area represen- 
tative for Reynolds. The Bliffert sales- 
men had three product and orienta- 
tion meetings with Reynolds represent- 
atives in the early stages of the pro- 
gram. 

All of Bliffert’s inside salesmen are 
furnished price sheets and literature. 

A final and most important reason 
for handling a complete line of alu- 
minum products is the longer jrofit, 
says Greco. Taking the 3-bedroom 
house of 1,100 sq. ft., like the typical 
house for which Bliffert sells siding, 
windows, soffit, gutter and aluminum 
combination doors, Greco figures that 
the sale of aluminum products runs 
around $1,070 whereas the sale of 
identical wood products approximate 
$810. 

Not only is there a better profit 
on aluminum products, Greco points 
out, but he can sell the complete 
package because he has a complete 
line. 


ALUMINUM SLIDING GLASS DOORS are selling well, even for low- 
cost homes, where they eliminate a rear door and window. William 
M. Greco, sales manager for Bliffert's aluminum center and George 
Pradarelli, yard manager, look over this feature of their aluminum 
model. 
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$200 A MONTH is invested for newspaper advertising on 
aluminum products by Barry County Lumber Co. The 3-column 
insertion above is typical ‘‘all-aluminum’’ newspaper ad on 
combination doors, siding and awnings. Ads make a point 
of ‘‘no high pressure tactics." 
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BIGGEST ALUMINUM SIDING job handled by Barry County Lumber Co. was residing huge 
old funeral home, above. Total job was more than $40,000. One-stop merchant handles 
complete sale, including labor and financing, for any home improvement. 


Helps Small City Dealer Grow 


HasTINGS, MICH. 

“The retail building materials dealer who doesn’t sell 
aluminum siding is not only missing the boat, but he’s 
doing a grave injustice to his customers!” 

Roger Wiswell, president, Barry County Lumber Co., 
who made this statement, practices what he preaches. In 
the last five years, he has watched his aluminum siding 
sales grow from $500 to $60,000 annually. That amounts 
to almost 8% of his annual volume. 

“We're convinced aluminum is a good product,” Wis- 
well said. “Other dealers are missing out on sales and 
profits without aluminum. People have accepted it—man- 
ufacturers advertise it well—and the only way to beat the 
suede-shoe boys is for the dealer to control the package.” 

Sales increase. The first year Barry County Lumber 
handled aluminum siding and awnings there was little 
promotion and annual volume amounted to only $500. 
A bit of work the next year pushed that figure to $5,000, 
then Wiswell began going to town! 

Promotion boosted sales the third year to $20,000. That 
was doubled the next year te, $40,000 and last year 
aluminum siding sales exceeded $60,000. About 60% of 
total aluminum siding sales is for home improvement, 
40% for new construction. As Wiswell mildly puts it, 
“That’s nice volume.” 

Barry County uses newspaper advertising and mail 
stuffers to promote aluminum products. Wiswell spends 
$200 a month on ads for aluminum alone. However, 
greatest results come from radio promotion, according 
to Wiswell. 

Barry County sponsors the news three times daily on a 
neighboring radio station and aluminum leads roll in. 
Hastings has a population of only 7,000, but Barry Coun- 
ty Lumber sells aluminum siding to other dealers, con- 
tractors or homeowners over a 75-mile radius. 

Gripe. Wiswell insists there are “too many fly-by-night 

(continued on page 40) 
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HOME IMPROVEMENT ADS by Barry County Lumber 
almost always include a reference to aluminum 
siding. Called ‘The House of Quality,”” dealer pro- 
motes complete packages including plans, estimates, 
materials, labor, financing. 
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OR MORE ON 
EVERY PRE- 
PACKAGED 

UNIT 
COLORFUL FLOOR 
DISPLAY UNIT 
Makes The Sales! 


BAKED ENAMEL ALUMINUM 
RAIN CARRYING 
EQUIPMENT 


Easy to handle, easy to set up, Crown's single unit, basic inventory, 
pre-packaged bin display introduces you to profitable sales at a 
minimum investment. Promotes quick turnover of baked enamel 
aluminum gutters, downspouts and accessories (10 colors available 
with pictured layout for easy identity of items needed for do-it- 
yourselfers. Appeal of no priming or painting plus years of paint- 
free service makes quick sales. Merchandising aids packed in unit 
include window and string banners, colorful installation instruction 
folders, ad plans, etc. From your distributor or use the coupon today. 


CROWN ALUMINUM INDUSTRIES CORP. 
5820-H CENTRE AVE., PITTSBURGH 6, PA. 


CROWN ALUMINUM INDUSTRIES CORP. 


5820-H Centre Ave., 
Pittsburgh 6, Pa. 


GENTLEMEN: 
Please send me complete information on your introductory offer 
on rain-carrying equipment. 
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operators in both the roofing and siding field. It’s pathet- 
ic the number of people who fall for the gyp artists,” he 
said. 

“As an example,” Wiswell continued, “a neighbor lady 
told me an outfit from another city had come in, sold her 
and applied 24 squares of aluminum siding to her house. 

“Despite my promotion activities, she didn’t know we 
handled the material. I figured the price of the job for her, 
then she told me this fast-buck team had charged her 
almost $1,000 more than we could do the job for.” 

Training. In addition to his own 2-man crews who apply 
residential aluminum siding after the sale, Wiswell took the 
time to train contractors who do business with him. After 
spending two or three hours with each man, teaching him 
to do the job right, Wiswell said each contractor has been 
“grateful” ever since. 

“We sell aluminum siding for between 50 and 90 houses 
each year now,” Wiswell explained. “I can show you at 
least 100 jobs in this small town that we’ve sold in the last 
few years. At least 50% of all non-brick homes built in the 
area today are now sided with aluminum. 

“When you’ve got a material turnover of something like 
12 times a year, you're just plain crazy if you don’t handle 
the product!” 


Doubles Combination Product 
Sales in 10 Months 


A sales gain of $6,300 in one line of combination alumi- 
num doors and windows is impressive, and Walter E. 
Rowden of Belleville, Ill. is happy with the results of his 
planning. 

“In all of 1960,” the owner of Homebrite Hardware Co. 
explained, “we sold $5,100 worth of Cupples Co. products. 
Then this year I started complete aid to customers that I 
call ‘bending over backwards service.’ 

“We also installed a large display called ‘The Cupples 
Room’ and increased our sales of combination doors and 
windows to $11,400 in the first 10 months of this year.” 


Prefab Aluminum House 


AKRON—The prototype of what Alside Homes Corp. 
says will be the “world’s first mass-produced aluminum 
house” is pictured above. 

The house features aluminum-and-glass curtain walls, 
adopting the concept from industrial construction. 

Alside Homes Corp. is a subsidiary of Alside, Inc., said 
to be the largest manufacturer of aluminum siding. Jerome 
J. Kaufman, president, said that the company’s entry into 
the prefabricated housing field will involve some $512 mil- 
lion investment over the next two years. 

The model home is located at the company’s headquar- 
ters site north of Cuyahoga Falls, Ohio. The initial plant 
for fabricating the house will contain about 30,000 square 
feet, Kaufman said. 
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stripping, or other com- makes it easier to trim out, eliminates priming and 
ponents to install! 














painting. Includes built-in nailing fin and exterior 
trim flange to which siding can be butted; no extra 





trimming necessary. No on-the-job weather- 
stripping required. Sash never needs “‘fitting.’”’ NO 
“EXTRAS’’ TO RUN UP COSTS. All compo- 
nents are built in. SIMPLIFIED FRAME DESIGN 
eliminates installation of parting stops, blind stop, 
and jamb take-out mechanism. FULLY MAINTE- 
NANCE-FREE. No cords, ropes, pulleys. NEW 
INSTALLATION FLEXIBILITY. Flex-LOK is ideally 
suited to any type construction, any architectural 
FlexeLoK is priced style. SHIPPED COMPLETE FROM FACTORY. 
competitively with Flex*LOK frames are completely fabricated at the 
conventional wood factory and shipped K.D., require just 6 screws top 
frames that do not and bottom for quick assembly on the _ »b or at the 
include the remov- yard, for dependable, on-site delivery with sash. 
able sash feature! Many other cost-saving features! Send coupon! 











1 FlexetoK Aluminum Frames are available for standard wood sash double-hung, 
horizontal sliding, and picture windows. 


Wells Aluminum Corporation 
1231 Henry St., North Liberty, Indiana 


Send complete information on the new Fi/ex*LoK 
Aluminum Frame for wood sash windows. 
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Sliasideesom Push Really Pays Off 


* Combination window and door merchandising clicks for lum- MART PROMOTION of an alu- 
mimum products “Truckload Sale 


ber and building materials merchants everywhere. pulled phenomenal _ plus-profits for 

:' " ; < dealers across the nation in both spring 

* Big bonus: Truckload Sale idea, created by leading aluminum and fall of this year, particularly in 
. . eT, small cities and towns. 

product supplier and wholesalers, builds tie-in sale of all types Over 1200 Gellecs paiiclpehed ‘ie 


of materials plus remodeling and new home packages. the Wepco storm-screen door and 
window merchandising program this 


* Storm product promotion also paves way for dealer introduc- fall. Twice as many dealers staged the 
“Truckload Sale” this fall as in the 


tion of aluminum siding. spring. Almost all of the ones who 
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participated in the spring promotion 
repeated it this fall. 
Here’s how two Illinois retailers 
benefited from the “Truckload Sale”: 
Builders Products Co. “It was by far 
the best promotion we’ve ever had be- 
cause it really pulled sales,” said Luke 
Spinder, store manager of this East 
Peoria, Ill. retail firm. 
“Any dealer can use extra promo- 
tional effort to boost his sales,” ex- 
plained Spinder, “but you can’t take 
every promotion plan that comes 
along. You’ve got to pick only the best 
ones, then push them for all they are 
worth.” 
Builders Products Co. staged its 
“Truckload Sale” in cooperation with 
four other Peoria-area dealers: Carver 
Lumber Co., Claus Lauterback Lum- 
ber Co., Mathis Lumber Co. and SHOWROOM DISPLAY of aluminum combination window featured 
Reinhard Lumber Co. The five re- in Baumgart Lumber & Coal's 2-day “Truckload Sale’ is still win- 
tailers used newspaper, radio and TV ning bonus-sales for the firm, months later. Sales manager Bill 
ads to attract traffic into their stores Baumgart, right, looks on as firm's window and door sales special- 
during the sale, which ran for two ist Dan Raber details advantages of the window. 
weeks. 
The co-op newspaper advertisement ' 
appeared six times within 10 days * 265 windows sold. measuring opening heights and widths 


prior to the sale. In addition, dealer * 50 doors sold. for windows and doors for home- 
Spinder mailed 1,000 imprinted, eight- * Gross sales: $5,000. owners scattered all over our 
page Wepco flyers to his customers 10 * Gross profit: $1,300. 
days before the actual sale. 

Here are the results from dealer crowd to our store in our nine years 
Spinder’s “Truckload Sale” promo- of existence,” said Spinder. “For two 
tion: whole weeks we were kept busy just (continued on page 44) 


15-mile 
trading radius.” 

“The sale pulled the biggest buying Builders Products Co. subcontracts 
labor but guarantees satisfaction to 
the customer. The firm allocates 1% 


“‘TRUCKLOAD SALE” staged by Baumgart Lumber & Coal brought homeowner-customers 
from as far distant as 60 miles to buy the aluminum products. In 2% days, customers 
picked up 65 windows and 27 doors from the truck and ordered 163 windows, 10 doors. 
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of its total gross volume for promo- 
t10Nn. 

“During the two-week sale, our cus- 
tomers also picked up 300 sheets of 
4’ x8’ prefinished paneling,” said Spin- 
der. “Pickup sales of weather strip- 
ping, paint and hardware items in- 
creased and we also racked up two 
big-ticket aluminum siding jobs.” 

Wholesaler Jack Sparks of Lum- 
beryard Suppliers in Peoria, which 
supported Builders Products Co. and 
the other four Peoria-area retailers in 
their cooperative promotion, summed 
it up this way: “The fall “Truckload 
Sale’ was a highly successful venture 
for all five participating dealers.” 

Baumgart Lumber & Coal Co. Sales 
manager Bill Baumgart of this retail 
firm in Bloomington, Ill. reported, 
‘Our fall ‘Truckload Sale’ represents 
the best type of cooperation we’ve ever 
had from a manufacturer in setting up 
a promotion program and following it 
through.” 

Baumgart Lumber used two news- 
paper ads just prior to its 22-day 
sale to pull store traffic. It also carried 
two spot announcements on its regular 
radio news program four days before 
and during the sale. 

“We conducted our sales on a cash- 
and-carry basis,” said Baumgart. “Dia- 


é ae ES 
COMBINATION WINDOW MODEL in showroom of Builders 
Products Co. during firm's recent two-week ‘‘Truckload Sale"’ 
of aluminum products pulled a record buying-crowd. Store 
manager Luke Spinder, left, is shown with his brother and of- 


fice manager James Spinder. 


grams in our newspaper advertise- 
ments showed our customers how to 
accurately measure their door and win- 
dow opening widths and heights.” 
Here are the results from dealer 
Baumgart’s 2'2-day “Truckload Sale”: 
* 228 windows sold. 
* 37 doors sold. 
* Gross sales: $4,000. 


“Our ‘Truckload Sale’ promotion 


pulled sales from as far distant as 60 
miles,” Baumgart said. “But the best 
thing about it is it’s still pulling bonus- 
sales for us,” he said. 

The experience of Baumgart Lum- 
ber and Builders Products Co. was 
typical of dealers from coast to coast 
who participated in the Wepco au- 
tumn aluminum product promotion 
campaign. 
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vertising with easy-to-use ADservice ad 
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prepare an advertisement. 
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illustrations for your ads. 


ADservice supplies professional layouts for 
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WO part-time reporters, one a tax collector and the 

other a physician, wrote a news story nearly 2,000 

years ago that still is much more important and 
timely than our best efforts could produce. And because 
of this we place their story before ours 

The two reporters were Matthew and Luke. The 
story they wrote tells of a teacher whose birthday we 
commemorate this month... And who, at the age of 31, 
was sentenced to die on the cross in place of a man 
named . . . Beravis. 

Beravis was a scoundrel, a drunk, and a rowdy, so 
the story goes .. . hardly worth dying for! 

May we keep this subtle thought before us now 
and throughout all time . . . for its charge signifies 
the whole duty of man. 


CLARY CORPORATION Prosanr 
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Aluminum Window Distributor Offers 


INSTALLATION SERVICE 


¢ Many Indiana dealers have their servicing, installation and inventory 
problems handled for them when dealing with Capital Building Supplies, 
Inc., an Indianapolis fabricator with three specialized installation crews. 


* Fabricator delivers aluminum windows and sliding glass doors direct to 


job site and installs them as a dealer service. Result: dealer profit with 
no investment. 


VARIETY OF ALUMINUM WINDOW STYLES are displayed in showroom maintained 


DISTRIBUTOR by Capital Building Supplies. Homeowners are often sent to the showroom by con- 


DISPLAY tractor or dealer customers to make their selection. Partners Phil Snouffer, left, and 
Dale E. Roberts are seen in the picture. 
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automatic screwdriver. 


DEALER 
SALE 


EXCELLENT ALUMINUM WINDOW 
SALE by a building materials mer- 
chant was this panelized apart- 
ment house furnished by Burnet- 
Binford Lumber Co., Inc., Indianap- 
olis. This job took over 400 sealed 
glass aluminum sliding windows. 
Hundreds of aluminum windows 
are used by Burnet-Binford in their 
panelized homes merchandised to 
contractors. 


INDIANAPOLIS 
UILDING MATERIALS _ RE- 

TAILERS in the,Indianapolis area 
and 28 surrounding counties get spe- 
cial service on aluminum windows and 
doors from Capital Building Supplies, 
Inc. 

This six-year-old firm, headed by 
partners Dale E. Roberts and Phil 
Snouffer, is well oriented with the 
retail-building materials merchant. 
Roberts, as Indiana _ representative 
of U. S. Plywood, called on lum- 
ber dealers for years. Snouffer had 
set up distributors for aluminum win- 
dows around the country. Roberts now 
handles most of the contractor sales 
for his firm and Snouffer the commer- 
cial and architectural end. 

Originally, Capital received com- 
pletely assembled windows from Rog- 
ers Industries, Inc., Detroit, but rush 


DISTRIBUTOR FABRICATION 


: 


. Z poe ee c a a 
SLIDING GLASS WINDOW FRAME is shown being assembled 
in Capital's shop. Carl Sparkman, left, is using an air-driven 


SASH ASSEMBLY AND GLAZING DEPARTMENT, where alumi- 
num windows are put together. About $75,000 in parts in- 
ventory is kept on hand by Capital, which handles many 


custom as well as stock orders. 


orders were frequently delayed. Now 
Capital receives the aluminum win- 
dow frames which are assembled in 
their plant on order. Faster service 
and better quality control are two cus- 
tomer benefits from this new arrange- 
ment. 

Installation, too. In addition to fast 
service, Capital offers several cus- 
tomer advantages which they feel are 
not duplicated by other suppliers. 
Chief of these is their installation 
service. By having three experienced 
crews of their own, the installation 
problem has largely been solved for 
Capital’s aluminum window buyers. 

About 90% of Capital’s sales to 
building materials dealers are on an 
installed basis. Dealers can forget their 
servicing, inventory and _ installation 
problems, since deliveries are made 
direct to the job. 
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Capital’s units are covered by a 
One-year servicing guarantee, and 
since their service representatives are 
in the area, service call delays are cut 
to a minimum. Capital doesn’t claim 
to have the cheapest aluminum win- 
dow in town. 

“We feel we have to sell a quality 
window which we must service,” ex- 
plains Roberts. “And if the service 
amounts to much, it can kill you.” 

About 30%-40% of Capital’s busi- 
ness this past summer has been with 
building materials dealers, the two 
partners estimate. Dealers can make 
an average 20% profit just by doing 
a limited amount of paper work on 
the average sale. 

Roberts is finding the lumber deal- 
er more receptive to aluminum prod- 
ucts than he was at first. The dealer’s 

(continued on page 48) 
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on 
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INSTALLATION SERVICE is handled by Capital's own crew, keep- 
ing expensive callbacks to a minimum. Capital's units are covered 
by a one-year service guarantee. 


TWO ALUMINUM SAMPLES furnished by Rogers 
Industries, Inc., Detroit, to dealer customers 
like Burnet-Binford Lumber Co., Inc., Indianap- 
olis. Hadden Stewart, salesman for Burnet- 
Binford, poses beside a sliding glass door 
sample and an aluminum window display in 
the firm's Nora, Ind. branch store. 








frame, keeping the dry wall away from the 
window, thus eliminating condensation and 
service problems. 





installation Service 
(begins on page 46) 





reasoning is logical. He figures he 
might as well pick up this percentage 
of the sale rather than see it go some- 
where else, says Roberts. 

Capital sells nothing but aluminum 
products, which has led to a lot of 
referrals, even from competitors who 
may be out of stock. Capital sells 
contractors as well as dealers, but 
never the contractor if he is the le- 
gitimate customer of a dealer, says 
Roberts. In fact, quite a few con- 
tractor sales are billed direct to deal- 
ers. 

Case example. One of Capital’s best 
customers is Burnet-Binford Lumber 
Co., Inc., Indianapolis. Hundreds of 
Capital’s aluminum windows have 
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gone into the panelized homes pro- 
moted by Burnet-Binford to their con- 
tractor customers. 

One of the biggest sales handled by 
Capital was for a panelized apartment 
building furnished by this Indianapolis 
dealer. The job took over 400 sealed 
glass aluminum sliding windows. 

Carl Culmann, purchasing agent for 
Burnet-Binford, said that quality, 
price and service offered by Capital 
was a combination that a competitive 
supplier couldn’t duplicate. Both made 
presentations for Burnet-Binford man- 
agement before a decision was made. 

Still another plus feature dealers 
like about Capital’s aluminum win- 
dows is the wood liner that is stapled 
onto the frame, making installation 
easier and furnishing a barrier be- 
tween the dry wall and the aluminum 
frame. The liner is installed in the 
shop, saving site labor time and is 
offered as part of the complete win- 


dow package. Storm windows are also 
installed in the shop, eliminating the 
extra charge for site installation. 

About 50% of Capital’s sliding pat- 
io door sales are made to lumber 
dealers, Roberts estimates. These 
doors come in six optional colors, 
color costing an additional $20. Sealed 
glass aluminum sliding doors are no 
longer restricted to high-priced homes. 
Installations are made in homes selling 
as low as $10,000. 

Contractors often send homeown- 
er customers to Capital’s display room 
where awning, casement, single-hung 
and five different types of sliders alto- 
gether, are available. Fourteen dif- 
ferent sizes of windows are offered 
besides windows and doors on cus- 
tom order. 

A $75,000 inventory of aluminum 
window parts is kept on hand. Glass 
for sliding patio doors is purchased 
by the carload. 
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warm all 
iitiings 


your one source for all 
residential metal building products 


Now you can order a complete line of warm air 
and air conditioning fittings from Quaker State 
Metals—your one reliable source for all residential 
and industrial metal building products. 
Economize by placing mixed orders for fittings 
with other metal building materials. Then get im- 
mediate delivery through one of four conveniently 
located plants and warehouses—Lancaster, Pa.; 
Chicago, Ill.; Dallas, Tex.; and Soutii Gate, Calif. 
Our warm air fittings plant manufactures every | And QSM can supply all your 
size and type fitting needed to complete a heating roof draining requirements 
or air conditioning installation. And every fitting OSIM fds the tniiiety’s eosk Comubess line Of 
undergoes the same rigorous testing given to all galvanized, aluminum, painted aluminum, cop- 
QSM building products. per, terne and Armco ingot iron rain carrying 
You'l find our quality superior and our prices Prout --and mall oepar auuer. Ord them 
competitive. Write Box L-1167 for further infor- quality roofing and insulation materials for eco- 
mation today! nomical and fast delivery. 


SOLD THROUGH AUTHORIZED WHOLESALE DISTRIBUTORS 


QUAKER STATE METALS COMPANY 


A Division of HOWE SOUND COMPANY 
Lancaster, Pennsylvania 


Your one source for a complete line of residential Metal Building Products 
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Leading distributor, whose staff is 


pictured at right in the midst of 


aluminum items, predicts: 


LUMBER DEALERS TO DOUBLE 
SALES OF ALUMINUM PRODUCTS 


NEWARK 
AYONNE STEEL PRODUCTS 
sold $330,000 worth of aluminum 
building products to lumber dealers in 
1960. This year, president Norman 
Herr predicts that the total value of 
these products will approach $350,000. 
By 1965, he says, Bayonne Steel Prod- 
ucts will probably be selling alumi- 
num products to the tune of a half- 
million dollars annually. 

All of this is sold through retail 
building materials merchants—the 
broad-line dealer who, in the opinion 
of Norman Herr, will double his sales 
of aluminum building products within 
the next decade. 

Bayonne distributes such Alcoa 
products as residential siding, rain- 
carrying equipment, flashing, sheet 
and roofing items. Other aluminum 
products stocked include louvers, re- 
flective insulation, doors, windows and 
nails. 

The Newark firm has been in busi- 
ness 40 years. There are five salesmen 
on the road and a total of 45 employes 
servicing New Jersey, Staten Island, 
Rockland County, N.Y. and the east- 
ern edge of Pennsylvania. Herr’s com- 
pany started as a sales outlet for metal 
ceiling, added sheet metal supplies and 
then broadened into the roofing busi- 
ness. When they began selling to lum- 
ber and building materials dealers, 
wood products were the only items 
handled by most of the dealers. 

Through the years, Bayonne Steel 
Products has played a major role in 
showing dealers the sales advantages 
of one-stop merchandising. 

To introduce an aluminum product, 
Bayonne salesmen distribute displays 
and samples to dealers. Bayonne 
prints a price sheet for each product, 
to be included in the regular Bayonne 
catalog. In addition to price, the sheet 
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DISTRIBUTOR NORMAN HERR (left) dis- 
cusses sales strategy with his brother 
Seymour, vice president of Bayonne 
Steel Products. 


fully describes the product and _ its 
function. 

As each new building product is 
launched, Bayonne features it in the 
firm’s weekly newsletter. This publica- 
tion describes all prospective new 
products, promotions, and advertise- 
ments. It is sent to some 650 building 
materials dealers, and has become one 
of the best merchandising tools in the 
Bayonne success story. 

If the introduction of an aluminum 
building product requires technical 
background, a dealer meeting is held, 
hosted by Bayonne. Then the dealer 
acquires a small stock and a display. 
The final phase is local advertising— 
to tell the consumer about the product 
and exactly where he may obtain it. 

A favorite axiom of Herr is, “The 
buyer has more influence on the seller 
than the seller has on the buyer.” He 
means that many dealers will not stock 
a product until they get calls for it. He 
feels this is a negative attitude and that 
the building material retailer should 
be the leading source of aluminum 


building products. 

Herr’s reasoning is that the dealer 
can make money by stocking and pro- 
moting aluminum building products. 
“The aluminum products have public 
acceptance. They are lightweight and 
easy to handle, make for efficient 
warehousing. Finally, aluminum prod- 
ucts can be a big ticket item, partic- 
ularly with such volume products as 
aluminum siding now available,” Herr 
said. 

“The aluminum manufacturers such 
as Alcoa have done a good job of ed- 
ucating the people on the virtues of 
aluminum building products,” he said. 
Herr feels that the distributor and 
dealer do not have to sell aluminum as 
a material, because the public has been 
effectively pre-sold. 

“Our job is to inform dealers that 
aluminum gutters and downspouts, for 
example, are no more expensive than 
wood, and that they are superior, es- 
pecially where maintenance is_ in- 
volved,” said Herr. He added that the 
average lumber dealer is quickly in- 
trigued by the fact that aluminum 
building products can represent qual- 
ity. 

In addition to dealer meetings, Bay- 
onne also exhibits at local architects 
shows and at local dealer association 
meetings. Other sales aids include the 
weekly newsletter and a_ perpetual 
price book, which is constantly up- 
dated. 

Herr considers his major sales tool 
to be the availability of dealer listing 
advertisements in local newspapers. 
These advertisements let the public 
know where they can get the products, 
which have previously been announced 
on a national level. 

A key to Bayonne’s success with the 
lumber dealer is the firm’s long famil- 

(continued on page 52) 
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the, Srade says: 


“HIPShow is the 
greatest combination 
of essential products 
and information ever 
assembled. No one 
aiming for bigger 
profits in this field 
should fail to attend.” 


Trade Show Days 
JAN. 31 / FEB. 1, 2, 1962 
COBO HALL, DETROIT 





6th annual nationwide 
Convention sessions 


1962 HOME \ NopG MALL. DETROIT 
IMPROVEMENT 
PRODUCTS SHOW 


COBO HALL 
DETROIT 


SEE, COMPARE, LEARN, SELECT 
products and methods you need to meet de- 
mand. Only HIPShow brings together the 
greatest variety of commodities and special- 
ties, material and equipment, topics and 
speakers to let you recognize, develop and 
exploit the opportunities for maximum busi- 
ness and profit in your selling area. 


SS” 


REGISTER 
NOW 


HOME IMPROVEMENT PRODUCTS SHOW 
331 MADISON AVENUE, NEW YORK 17, N.Y. 


SPONSORED BY: HOME IMPROVEMENT PRODUCTS ASS'N. / HQS. CHICAGO | 


ADVANCE REGISTRATION FORM 


Home Improvement Products Show 
331 Madison Avenue, New York 17, N. Y. 


Please mail Admission Badge to me. I understand that there is no registration fee 
and that the badge will admit me to the exhibit floor at any time during show hours. 


(J Additional names with infor- [) Hotel reserva- 
mation as requested above on tions requested. 
attached sheet 


TYPE OF FIRM ... PLEASE CHECK APPLICABLE BOX BELOW 
() Specialty Dealer [j General Contractor [] Dept. & Chain Store [) Manufacturer 
(0 Lumber Yard () Builder (] Hdwe. or Appliances [] Wholesale only 
[) Bldg. Materials (10 Modernizing, () Wholesale & Retail [) Other: 

Renovating 


De ce a a a SS SS SS SSH ps vel 
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Double Sales of Aluminum 
(begins on page 50) 





iarity with the problems of the build- 
ing material dealer. Herr says that the 
dealer must be impressed with the idea 
that aluminum has a tremendous fu- 
ture in the building industry, and must 
know that the public is sold and that 
the aluminum industry is constantly 
bringing out new and better products. 
Finally, and most important, accord- 
ing to Herr, the lumber dealer must 
keep up to date on new advances in 
the building industry. 

Herr strongly stated that the best 
way to solidly merchandise aluminum 
products is through the normal chan- 
nels of distribution—from the manu- 
facturer to the wholesale distributor, 
to the dealer. 


Dealer View 

The Plainfield (N.J.) Lumber Co. is one 
of Bayonne Steel Products customers for 
aluminum products. Marty McConough, 
secretary and manager of Plainfield’s 
hardware department, says: “The _ best 
way for lumber dealers to sell aluminum 
building products is for them to actually 
get their hands dirty and try out these 
items.” 

Among other aluminum products pro- 
motion, Plainfield Lumber sponsors local 
advertising which is tied in to building 
products featured on national television, 
such as Alcoa Premiere. 


U. S. Plywood Unites 
Canadian Operations 

New Yorxk—Sales of U. S. Ply- 
wood Corp’s Canadian affiliates will 
be conducted coast-to-coast as Weld- 
wood-Westply, Ltd. The combined 
chain of sales warehouses formerly 
were managed by Western Plywood 
Co. Ltd. in Canada’s western provinces 
and Weldwood Plywood Ltd. in east- 
ern Canada. 


SHIPPING, STORING AND HANDLING of 
50’ and 100’ boxed sheet glass is said 
to have been made easier by introduction 
of a 3%,” wood frame corrugated color- 
coded box developed by American St. 
Gobain Corp., Kingsport, Tenn. 
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ESTIMATING A SIDING JOB 





To Measure 


FRONT 


RIGHT SIDE 


REAR 


LEFT SIDE 


GABLES 


S/F of House 


TOTAL SQUARE FEET 


TO MEASURE WINDOW & 


DOOR AREA 





WINDOW OR DOOR Width 


(20 s/f 


( 
( 
(Doors are often called) ( 
( 
(and windows 15 ( 

( 


NUMBER OF S/F OF 


SIDING 





House Area 


Less Window & Door Area, Outside Cr 


rimney, 


Difference 


Plus 50 s/f for every 1000 s/f of house area for waste 


and cutting 


TO FIGURE TRIM 


NEEDED 





TO FIGURE STARTER STRIP 
Distance Around House 
Front ( ) + Right Side ( 


TO FIGURE WINDOW & DOOR TRIM 
Total Height of Windows or Doors x 2 


NAILS - 1 Box (approx. 1-3/4#) to 5 Square 


TOTAL HEIGHT OF OUTSIDE CORNERS 


TOTAL HEIGHT OF INSIDE CORNERS 


Jobber Develops Estimating Form 


PEoRIA, ItLt.—Don Hare, - sales 
manager for Bramlet & Co., roofing 
and building materials distributor, de- 
vised the estimating sheet for alumi- 
num siding you see above. 

“It’s not 100% perfect,” Hare said, 
“but it’s close enough to get a fast 
estimate with good profit margin. 
We are trying in every way to help 
lumber dealers get moving in this 


aluminum siding market.” 

Dealer sales of aluminum products 
supplied by Bramlet & Co. have been 
climbing. “There is growing accept- 
ance of aluminum siding by building 
materials dealers in this area,” said 
the firm’s president, Carl E. Herr- 
mann. “The retail dealer is foolish to 
let the applicator control this profit- 
able item,” he added. 





J-M Sets Up Flooring Div. 
To Expedite Dealer Service 

New York—A new Johns-Manville 
Flooring Div. which will operate vir- 
tually as a separate company will be- 
gin to participate “more competi- 
tively” in the resilient flooring market 
Jan. 1. It will be responsible for its 
own sales, profits, styling and pro- 
duction of vinyl-asbestos, asphalt- 
asbestos and solid vinyl floor tile. 

A. K. Higbee, vice president and 
general manager of the new division, 


said five new district sales and service 
organizations are being formed. They 
will establish their operating head- 
quarters at J-M plants in Manville, 
N. J., Waukegan, Ill., Marrero, La., 
and Chillicothe, Ohio and a warehouse 
at Long Beach, Calif. 

“Consolidation of flooring produc- 
tion and distribution in one division 
exclusively organized for this pur- 
pose,’ Higbee explained, “will aug- 
ment and expedite services to building 
materials dealers and distributors.” 
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CYCLOPEDIA 
OF 
BUILDING 


AMERICAN LUMBERMAN'S 


of BUILDING TERMS 


te Building Materia’ Check List 

ft Standard Fic Door Designs ond Spec iteenens 

fe Standard Stock Peaderose Pine Moduler Windows 
4 Deer 


te Standard Stes! Moduler Residence and Howsing 
Cosements 


& Typical Specification: fore Mowe 


tt Glossary of Legal Terms 


———————SS 
A MANUAL on the FUNDAMENTALS of LIGHT CONSTRUCTION 
and BUILDING MATERIALS for LUMBER DEALERS 


Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 


Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Send me__________copies of ‘‘Cyclopedia of 
Building Terms.'' Money to cover is enclosed. 


| 


ee 


Compoany___ 


Street_ 
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BMM 
EXCLUSIVE 


COMPLETE INSTA-SOFF INSTALLATION shows sheathing stop, fascia and 
guttering in place. Metals Engineering, Inc., Easton, Md., begins production 
on cornice system in February after three years of development following 


builders’ ideas. 


Time-Saving Soffit System 


Here are some of the other advantages of the Insta-Soff 
system, which will be available for the spring building season: 


Use on new construction or right over old cornices on re- 


modeling jobs. 


Eliminates need for skilled labor on specialized jobs. 


Free-floating system permits use of hardboard soffits for 


the first time. 


Estimated installation cost: 15¢ per sq. ft. or 80 manhours 
for $30,000 ranch-style house. 


EASTON, Mb. 

EFINEMENTS in building com- 

ponents are moving along at a fast 

clip. And the newest wrinkle may 

prove to be one of the most impor- 

tant to builders in slashing construc- 
tion costs! 

So new that production hasn’t even 
started yet, it is a system designed to 
fulfill every desirable feature in soffits 
that prefabricators, project builders 
and carpenter contractors can imagine. 

“The cornice with a brain” is sched- 
uled to go on the market through 
building materials dealers in time for 
the spring building season. 

Three years in development by co- 
inventors Philip R. Anderson and 
Russel T. Miles, the basically alumi- 
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num soffit system will have some parts 
produced locally by the newly-formed 
Metals Engineering, Inc. and others 
by Aluminum Co. of America. MEI 
will also market the prefinished alu- 
minum system. 

Fewer pieces. Called Insta-Soff, the 
soffit system contains fewer pieces 
than conventional roof trim. Yet it 
adapts itself to different width soffit 
and sheathing materials and requires 
no special skills or tools to install. 

Insta-Soff has no exposed nail holes 
or rafter punctures to admit moisture, 
therefore prolonging the life of a 
house. The durable aluminum should 
last years and the system is termed by 
its inventors as “compatible with the 
thinking of a 40-year mortgage.” 


Beginnings. The idea for Insta-Soff 
developed as a very practical business 
matter with retailer Phil Anderson of 
Anderson Lumber Co. here. He was 
plagued by back-charges from builder 
customers for their cost of sawing off 
‘rafter ends to add straight fascia 
‘boards and level soffit returns. So he 
asked them what they wanted in a 
soffit system, emphasizing that they 
should throw in every needed im- 
provement they could think of. 

“We learned that the cornice system 
of a house, consisting of soffit and fas- 
cia, is the last outpost in construction 
that requires costly skills to produce,” 
Anderson said. “Doing it is practically 
the same as cabinet work and is pos- 
sibly the builder’s biggest headache.” 

Improvements. From his inquiry, 
Anderson found out what his custom- 
ers thought would make the ideal soffit 
system. His advisory group asked for 
a system with these advantages: 

1. Eliminate painting. 

2. Eliminate the need for precisely 
straight and level rafter ends. 

3. Eliminate skilled labor and re- 
duce waste on site. 

4. Provide a sheathing stop by sim- 
plifying location. 

5. Protect the sheathing against 
weather damage and prevent delamina- 
tion of plywood. 

6. Combine shingle starter and shin- 
gle droop protection with fascia. 

7. Simplify gutter installation. 
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8. Simplify connection of fascia to 
the soffit, eliminate molding and still 
provide continuous support for the 
fascia. 

9. Devise a universal fascia system 
to accommodate various soffit thick- 
nesses. 

10. Eliminate level returns and need 
to relevel them after wood shrinkage or 
warpage. 

11. Simplify connection of soffit to 
siding. 

12. Eliminate necessity for scaffold- 
ing on 2-story or split-level house by 
devising system that could be installed 
from top down. 

13. Eliminate need for any tools 
not normally used every day in con- 
struction. 

14. Reduce on-site labor. 

15. Hold installation costs to a level 
competitive with present ones. 

Job. In its first on-site trial, Insta- 
Soff saved 80 manhours in construc- 
tion of a $30,000 ranch-type home, 
Anderson said. He estimates the sys- 
tem using vented aluminum soffit can 
be installed for about 15¢ a sq. ft. It 
takes 10 minutes or less to put up 8’ 
sections. The new system in the re- 


LOCKING PIECE of Insta-Soff snaps into molding to hold soffit 


secure. 


CROSS-SECTION OF INSTA-SOFF in place on rafter ends. 


search house held up under one of 
Washington, D. C.’s worst winters. 

What it is. Main item of the Insta- 
Soff assembly is an aluminum strip 
that corresponds roughly with con- 
ventional fascia board. It is rolled in 
24 stages. Top groove of the material 
will take 4” to 42” sheathing, bottom 
groove 4” to %” soffit material. (A 
special type to hold 2” to %” material 
will be available for areas where tile 
and cement roofs are common.) 

The lower edge of sheathing is pro- 
tected by Insta-Soff, thereby permit- 
ting use of interior rather than ex- 


terior grade plywood, Anderson said. 
Soffit material is inserted at a vertical 
angle and automatically rolls in as the 
bottom is raised toward the house. 

Level soffit returns are not neces- 
sary because a locking piece snaps into 
the molding to hold soffit in place. 
Soffit is free-floating to provide for 
expansion and contraction due to 
weather. This, for the first time, says 
Anderson, permits use of hardboard 
soffits. Gutters are hung in troughs 
and securely locked in place by jacks. 

Production. Production of Insta-Soff 
will begin next month 
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CUTAWAY MODEL of Insta- 
Soff shows how vented 
aluminum soffit is attached 
to siding at left and gutter 
hangs in trough at right. 
Clamp-like objects on top of 
hangers are jacks which 
hold gutter securely in 
place. 


MOLDING adds to house lines. 


| 


COMPLETED JOB. New aluminum soffit system installed on 


research house withstood rigors of one of Washington's worst 


winters. 
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Jobber Salesmen Sell Aluminum 
Windows for Retailers 


TULSA 

VER SINCE aluminum windows 

have been on the market, General 
Sash & Door Co. has had a depart- 
ment to handle the product. An ex- 
perienced aluminum window man was 
put in charge to train a successful 
sales force to demonstrate the prod- 
ucts’ qualities to lumber and building 
materials dealers, architects, builders 
and homeowners. 

“Our policy has been to sell exclu- 
sively to retail lumber dealers,” R. J. 
Vanderford, secretary-treasurer, ex- 
plained. “This has given the building 
materials merchandisers confidence 
in us. They permit our salesmen to 
call on their customers and help them. 

“If the builder or homeowner ex- 
periences any trouble with our wind- 
ows—and that doesn’t happen very 
often—our salesmen know how to 
correct the job,” Vanderford contin- 
ued. “We always send an experienced 
man to the job and he doesn’t leave 
until the customer is completely satis- 
fied.” 

Arthur J. Black, Sr., vice presi- 
dent, said that a number of General’s 
lumber dealer customers “do a good 
job selling aluminum windows.” 

Kermit W. Ingham, Kermit Ing- 


ham Lumber Co., Stillwater, Okla., 
said that cooperation by General had 
helped him solve his window problem 
profitably. 

He was quoted as saying: 

“More than half of my business is 
with contractors and builders,” he ex- 
plained. “I worked out a selling ar- 
rangement with General Sash & Door 
Co. whereby the company’s represent- 
ative handled my sales of Cupples 
aluminum windows and doors to these 
people. The salesman knows what 
prices to quote so I make a profit. 
He won't sell for less without my per- 
mission. In that way, I can service 
many more customers at less cost to 
myself.” 

Good customer. Under this arrange- 
ment, Ingham Lumber became the 
second largest customer General Sash 
has for aluminum windows and doors. 

“I find this arrangement has sev- 
eral advantages,” Ingham added. “The 
wholesaler’s representative is better- 
trained than my men to overcome 
price competition because of his great- 
er knowledge of aluminum building 
products, their application and use. 

“This gives me more time to devote 
to other phases of my business. I get 
both business and profits that might 


otherwise be lost,” Ingham added. 

One veteran lumberman, comment- 
ing on Ingham’s arrangement with 
General Sash & Door, said he thought 
the situation could be “dangerous.” 

He said that the greatest danger is 
that the wholesaler “might decide to 
cut the dealer out and handle sales 
of aluminum products direct.” A deal- 
er should not try to work out this 
kind of a deal unless “he has implicit 
and unbounded faith in the integrity 
and ethics” of the distributor. 

Ingham has. So both he and the 
wholesaler profit. 


Handyman Skating Rink 

PITTSBURGH——Low-cost __ polyethy- 
lene film, normally used as a vapor 
barrier, has successfully been adapted 
as an ice skating rink. All that is 
needed, according to Koppers Co. 
Plastic Div., is a forming frame, the 
film and water. 

A Verona, Pa. landscape gardener 
made a frame for his own rink of 
2x6 lumber on a flat, smooth surface 
of his backyard. Using the 4-mil thick- 
ness of polyethylene film, he covered 
the area inside the frame, then 
brought the film up on the outside of 
the frame and nailed it securely. When 
the weather was right, he flooded the 
rink with water from a garden hose. 
Either the unseamed 40’ width can 
be used, or lap and seal two narrower 
strips. 





Important Florida 
Yards Merge 

MIAMiI—Fourteen southern Florida 
lumberyards, representing three well- 
established organizations, have com- 
bined into the Renuart-Bailey-Cheely 
Lumber and Supply Co. A public an- 
nouncement of the consolidation was 
made in a big display ad in the Miami 
News. 

Involved in the consolidation are 
seven yards operated by Renuart 
Lumber Yards in Coral Gables, Mi- 
ami Shores, North Miami Beach, Per- 
rine, Homestead and Delray Beach; 
four yards operated by Bailey’s Lum- 
ber Yards at Miami, South Miami, 
Islamorada and Boca Raton; three 
yards operated by Cheely Lumber 
Corp. at Miami, Key West and Mi- 
ami Beach. 

Executive offices will be located on 
new property acquired at 1901 N. W. 
22nd St., Miami, where yard facilities 
will be limited to wholesale orders. 
A second property acquired by Ren- 
uart-Bailey-Cheely Lumber & Sup- 
ply Co. at 14300 N. W. 27th Ave., 
Opa-locka, will function as a retail- 
wholesale outlet. 

The display ad announcing the 
merger emphasized the 106 years of 
service of the combined yards and 
the new customer services made pos- 
sible: lower prices resulting from 
large-scale purchases; quicker selec- 
tion and faster delivery from nearest 
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TOP OFFICERS of newly-formed Renuart- 
Bailey-Cheely Lumber & Supply Co., with 
headquarters in Miami. Left to right, E. B. 
O'Neal, treasurer; Denis V. Renuart, 
board chairman; G. Tom Bailey, Jr., 
president and general manager. 


R-B-C yard; R-B-C charge account; 
greater variety of materials for one- 
stop shopping. 

Officers of the new corporation are: Den- 
is V. Renuart, chairman of the board; G. 
Tom Bailey, Jr., president and general 
manager; Lucien L. Renuart and Thomas J. 
Aycock, Jr., vice presidents; A. A. Renuart, 
Jr., secretary; E. B. O’Neal, treasurer; Bet- 
ty Bailey Gary, assistant secretary-treas- 
urer. 

Division heads in the new organization 


are: William D. Long, formerly vice-presi- 
dent in charge of sales for Bailey's, general 
sales manager; T. R. Lanigan, Jr., a former 
Renuart vice president, assistant sales man- 
ager; Perry E. Gary, operations manager 
for Bailey’s, was named to the same posi- 
tion; Everete Cupit, manager of Bailey’s 
South Miami yard, division purchasing 
agent; I. W. Bolger, chief accountant. 

Lucien Renuart and E. B. O’Neal will act 
as buyers in certain categories while Cupit 
will purchase reinforcing steel, hand and 
power tools and other hard lines. 


J-M Award 


New YorK—The Marketing Execu- 
tives Club of New York presented its 
New Frontiers in Marketing Award for 
1960 to Johns-Manville Corp. in rec- 
ognition of the firm’s 7-Star Promo- 
tion Plan for home builders. 


Offers Consulting Service 

Derry, N. H.—Formation of a 
kitchen and color consulting service 
for lumber and building materials 
dealers in the northeast has been an- 
nounced by Genevieve (Gen) Young, 
well-known former kitchen consultant 
for Gregg & Sons, Inc., Nashua, 
N. H. Mrs. Young will advise on all 
phases of development of a kitchen 
department, emphasizing merchandis- 
ing and sales techniques. She is also 
an instructor with KITS, Inc., (kitch- 
en industry training service), Nation- 
al Kitchen Cabinet Assn. kitchen 
school and Northeastern Retail Lum- 
ber Training Institutes. 
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HOUSE MOCK-UP at Construction Products Distributing Co., Auburn Heights, Mich. is used 
at home shows for contractor viewing. James H. Church, CPDC head, indicates how Zono- 
lite aluminum siding is nailed to framing around packaged Curtis window. Aluminum com- 


bination door behind him is another ‘‘silent salesman. 


” 


Teamwork Sells Aluminum Siding 


AUBURN HEIGHTS, MICH. 
N the opinion of James H. Church, 
head of Construction Products Dis- 
tributing Co., cooperation between 
manufacturer’s representative and 
jobber salesmen can help dealer sales- 
men immeasurably. That’s the way 
CPDC, backed by manufacturer pro- 
motion, introduced new Zonolite alu- 
minum siding into this northern De- 
troit suburban area. 

Evidence of a job well done is that 
the local Zonolite salesman is tops in 
his company for 1961 and Church’s 
2-year-old jobbing firm leads the na- 
tion in Zonolite aluminum siding sales. 
A firm policy is never to sell to ap- 
plicators, only retail building mate- 
rials dealers. 

“Going out and developing enthu- 
siasm and creative selling among deal- 
er salesmen is the secret,” says 
Church. “Using Zonolite’s new low- 
cost aluminum sales kit, a store dis- 
play (see picture) and active manu- 
facturer promotion, you can’t miss.” 

CPDC first began handling Zono- 
lite’s test-market aluminum siding line 


last year. The manufacturer made the 
material readily available with no 
waiting for orders. Church’s two alu- 
minum salesmen introduced good 
sales techniques to their dealer cus- 
tomers. 

Zoom! After getting off to a 
good start last year, CPDC’s Zonolite 
aluminum siding sales began to take 
off. In the first nine months of 1961 
sales of the material jumped 92.4% 
over last year at the Auburn Heights 
warehouse. They climbed 53.3% at 
the firm’s other warehouse in a neigh- 
boring town. 

What’s the secret? How do you 
propel a brand-new line past other 
established lines in less than two years 
in a competitive market? Church be- 
lieves he has the answer. 

“The retail dealer doesn't sell a 
name,” Church pointed out. “He sells 
himself and his reputation, provid- 
ing the product is a good one. Stand- 
ing behind every job is the answer. 
Only a lumber dealer has the stand- 
ing and reputation in the community.” 

Neil Renshaw, manager, Church’s, 
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Inc., a building materials firm owned 
by Church’s family, is an example. 
He receives no discount on materials 
from the jobber and no special help 
beyond what CPDC salesmen give all 
dealer customers. 

Yet, by active scouting and selling, 
Renshaw this year sold four times as 
much aluminum siding—all Zonolite 
—than the other three yards of 
Church’s, Inc. put together. Sales were 
about evenly split between home im- 
provement and new construction. 

“I sell a good product and my 
name,” Renshaw said. “My customers 
know I back up every item I sell. 
When the homeowner is pleased with 
the job, area contractors come back 
for more. Now Zonolite aluminum 
siding constitutes 10% of my overall 
annual volume.” 

Aluminum siding is well accepted 
in the Detroit-Pontiac area. Church 
said that its insulation values and 
practically permanent color make the 
material “a natural” for Michigan's 
cold winters. Next year he fully ex- 
pects to double sales. 
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Home Improvement Contest 
For Retail Customers 

Des Morines—You can enter a 
year-long 1962 sales-stimulating pro- 
motion by establishing your company 
as an official Better Homes & Gar- 
dens home improvement contest head- 
quarters. Any lumber and building 
materials dealer or buiider may partic- 
ipate. 

Promotion. Dealers will receive a 
free sales promotion kit containing 
advertising and publicity materials and 
a contest symbol for displays and ads. 
Beginning next month the magazine 
will publicize the contest and provide 
its readers with remodeling sugges- 
tions throughout the year. Contest runs 
from Jan. 1 to Dec. 31. 

Divisions. BH&G’s contest is divid- 
ed into these divisions: kitchens and 
utility areas; other interior improve- 
ments; exterior improvements of any 
type; and any house additions. It is 
further subdivided into three classes 
under each division so that remodel- 
ing projects of the same scope will be 
competing against one another. 

Prizes. Awards totaling $30,000, 
with top prize of $10,000 and 110 
other prizes, will be announced in 
BH&G’s April, 1963 issue. Contest 
prizes, rules and judging are designed 
so that the type of project, money de- 
voted to it or use of professional or 
handyman labor will not be a factor. 
Any of your customers, 16 or older, 


who improves his house or surround- 
ing property during 1962 may enter. 

Preliminary contest entry blanks, 
promotion kit and order forms for ad- 
ditional promotional materials are 
available from Home Improvement 
Contest Manager, Better Homes & 
Ga.7 .s, Dept. BMM, 1716 Locust 
St., . 3 Moines 3. 


Feather-Lite Moves Quarters 


Detroit—Feather-Lite Manufac- 
turing Co. recently moved to new 
quarters preliminary to introduction of 
its 1962 line. Arthur Weiss, vice presi- 
dent-sales, said his firm made this 
move “to keep up with the ever-in- 
creasing demand for our aluminum 
combination doors, self-storing combi- 
nation doors and screen doors.” He 
noted the new line will have exclusive 
features and deluxe hardware along 
with competitive prices. Feather-Lite’s 
new address is 21000 Hubbell, Detroit 
37 and new phone number 313-548- 
3400. 


Delta Offers Profit Program 
To Move Woodworking Tools 


PITTSBURGH—Rockwell Mfg. Co. 
has changed its distribution policy for 
Delta woodworking power tools to 
provide direct movement of the prod- 
uct line to retail outlets on a selective 
basis. The plan includes a year-round 
Plan-to-Profit merchandising program 
to build power tool business for the 


individual building materials dealer. 

Affecting all 15 stationary and 
bench-type Delta woodworking tools 
formerly distributed through whole- 
sale channels, Rockwell’s new program 
includes national advertising support. 
It also provides for seasonal promo- 
tions, direct selling assistance, demon- 
strations, sales training, Cooperative 
advertising, display planning, direct 
mail, product literature and a custom- 
ized selling plan for each dealer de- 
signed to use these promotional tools 
for maximum benefit. 

“Specially-trained factory represent- 
atives will work closely with dealers 
in the planning and implementation 
of their selling programs,” said E. L. 
Tabat, marketing vice president for 
the Power Tool Div. 

Rockwell announced its new Com- 
pactool line of table-top power tools 
is being distributed at the wholesale 
level as a product that is more suited, 
due to its non-technical nature, to this 
type of distribution. 


New Aluminum Door 

Quincy, Pa.—Quincy Armaclad is a 
new prime door with a wood core and 
aluminum outskin. It is installed in 
either plain or anodized finish in the 
same manner as any wood door. It can 
be hung in existing door frames with 
no need for special or secondary door 
jambs. Armaclad may be _ planed, 
sawed or bored, according to the man- 
ufacturer, Hess Mfg. Co. 
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No trick to build extra profits 
with these handy household 
sandpaper packs. Just the 

thing for many general sand- 


Colorful cartons illus- 
trate uses... display 
them in housewares 
department too, and 
spur impulse sales. Three pack types to choose 
from—‘‘3M"’ Flint Paper, ‘‘3M’"’ Emery Cloth, ‘“‘Wet- 
ordry’”’ Garnet paper. Ask your 3M Man. 
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MEN /n the news 


¢ President Fred A. Manske of Na- 
tional Gypsum, Co., Buffalo, has an- 
nounced a reorganization of the com- 
pany’s dealer sales division and the 
appointment of two executives to new 
high-level posts. Jay P. Nicely was 
named central sales manager, and 
Charles D. Harless was advanced to 
the new post of eastern sales manag- 
er. Both men will be headquartered 
in Buffalo. Creation of a western sales 
area, with headquarters in Los An- 
geles, was announced previously; also 
the promotion of Conson Gustavus to 
the new post of western sales manager. 


¢ J. T. (Jack) Prout has been ap- 
pointed general sales manager of 


WEPCO, Div. of The Weatherproof 


Co., Litchfield, Iil. 


¢ William G. Rogers has been ap- 
pointed sales promotion manager for 
U. S. Plywood’s southeast division op- 
erations in Atlanta. 


* C. O. Futterer has been named a 
vice president of United States Gyp- 
sum Co., Chicago. He will be in charge 
of sales, replacing R. D. Stephan, who 
continues with the company as a vice 
president and will handle special as- 
signments. 


¢ Arthur M. Barr, Sr. has been pro- 
moted to vice president in charge of 
sales-marketing of Filon Plastics Corp., 
Hawthorne, Calif. 


¢ Paul B. Shoemaker, executive vice 
president of Masonite Corp., has been 
named chairman of the newly-formed 
Building Materials Dealer Channel of 
Distribution Division of Brand Names 
Foundation, Inc., covering that organ- 
ization’s members selling through the 
building materials channels of dis- 
tribution. 

The Steering Committee for this 
Division, headed by Mr. Shoemaker, 
includes Arthur C. Avril, president, 
Sakrete, Inc.; Wade W. Hildinger, vice 
president, National Gypsum Co.; By- 
ron C. Wagner, vice president, The 
Upson Co. and Reginald L. Johnson, 
vice president of Johns-Manville Corp. 


¢ J. Russell Foster has been appointed 
vice president of the precut division 
of Designed for Living, Inc., Prince- 
ton, N. J., custom builders and manu- 
facturers of precut homes. He will 
have responsibility for all division ac- 
tivities from Maine to Georgia. 


* M. John Koenig has been named 
sales manager of the Builders’ Hard- 
ware Div., Amerock Corp., Rockford, 
Ill. 


* Walter W. Paisley has been ap- 
pointed director of sales for Marquette 
Cement Manufacturing Co., Chicago. 


Edwin W. Fish John W. Brown 


* Edwin W. Fish has been named 
building products manager of Kaiser 
Aluminum & Chemical Corp., Oak- 
land, Calif. 


¢ John W. Brown, senior vice presi- 
dent, National Gypsum Co., Buffalo, 
was reelected president of the Insula- 
tion Board Institute during a recent 
meeting in Chicago. 


« Andy Welsh, twin brother of Thom- 
as J. Welsh, president of Welsh Panel 
Co., Longview, Wash., has been ap- 
pointed eastern division sales manager 
for the company, with headquarters 
in the Century Building, 3294 Polar 
Ave., Memphis. 


¢ Harold R. Allison, chairman of the 
board of The Gibson-Homans Co., 
announces the election of Wilbur F. 
Schmitt, president and William B. 
Painter, vice president-sales. 
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Two sizes make every 
sandpaper user a pros- 
pect. Ask your 3M Man. 
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New Equipment 





Improved Planer 

Elimination of separate side frames 
and base on new 16” and 24” one-piece 
bed and frame thickness planers is said 
to assure permanence of all critical rela- 
tive alignments of cutterhead, feed mech- 
anism and work table. Improved perform- 
ance on cabinet woods results from 
large cutter-heads, it was noted. Drive 
motors are 3% and 6 hp. and feed mo- 
tors 43 and % hp. A hinged combination 
shavings chute and guard for head and 
rolls affords instant access and adjust- 
ments to the sectional chip breaker and 
pressure bar. Details from Boice-Crane 
Co., Dept. BMM, 1000 W. Central Ave.., 
Toledo 6 
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40’ High Lift 

A high lift loader designed to carry a 
3,000-lb. load has been improved to lift to 
2 40’ height. A longer, stronger, heavier 
frame of high-carbon steel, seamless steel 
tube stress members on each side to pre- 
vent sway, longer and larger ballast box 
and heavier rear bumper and new rear 
box frame cross member behind engine 
are other features. Dual tires give added 
stability and traction for model 7B. De- 
tails from Lull Engineering, Inc., Dept. 
BMM, 3045 Hwy. 13, St. Paul 11. 
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ARMACLAD 134” DOORS 


FLUTED ALUMINUM FACES ... BONDED TO A BUILT-UP 
CORE. AN EXCEPTIONAL PRIME DOOR FOR COMMERCIAL 
OR RESIDENTIAL USE. 


Custom built at the factory to 
your specifications . . 
provides 


construction 


. Laminated 


SAW IT! 


rigid 


fF strength, lifetime durability . . . 
OR by never needs painting . . . Strong 


JALOUSIE 


enough for commercial use yet 


beautiful enough for residential 
installations . . . Beautiful surface 
patterns blend perfectly with any 


architectural style. 
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Holster for Price Marker 

A new, improved 
price marker hol- 
ster has a hanger 
for a carton cutter. 
It keeps both at the 
fingertips to save 
steps. Made of split 
cowhide, the new 
holster has heavier 
stitching and rein- 
forcing rivets at 
stress points. The 
2” wide leather 
loop snap-fastens 
over belt or apron 
to anchor the hol- 
ster. Information 
from Garvey 
Corp., Dept. BMM, 
9804 Page Blvd., 
St. Louis 32. 
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Strapping Reel Stand 

A new lightweight, low-cost steel strap- 
ping reel stand designed for small vol- 
ume users of strapping is said to be more 
economical than previous dispensers. 
Model NRE has the same coil capacity 
up through 34” x .028 mill wound coils. 
Made of square steel tubing, the unit 
weighs up to 10 Ibs. less than similar 
reel stands, maker says. A strap guide 
and adjustable friction brake are fea- 
tures. Details from Stanley Steel Strap- 
ping, Div. of Stanley Works, Dept. BMM- 
PD, New Britain, Conn. 
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Printext Sign Machine 

A new sign-making machine is said to 
offer many innovations for easier, dif- 
ferent point-of-purchase signs. In one op- 
eration it prints in any combination of 
five colors, die cuts and embosses metal- 
lic or fluorescent papers. A new water- 
soluble ink is used and a damp rag will 
clean the type. Nylon type and “see as 
you set” composing stick fit into the ma- 
chine. All material necessary for a 6’x8’ 
sign-making department, including ma- 
chine, type, ink, board, etc. is $149.50 
with other sizes available from American 
Tiflex Co., Dept. BMM, 2319 W. Huron, 
Chicago 12. 
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New Literature 


H 


Time-Saving Card—See Back Cover 


Roofing & Siding. “Proof of Performance,” a 36-page book- 
let, contains reports from 13 field tests comparing aluminum 
with other farm building materials. Most of the tests were 
conducted by agricultural colleges and farm extension centers. 
Tests involve dairy and beef cattle, swine and poultry. Reynolds 
Mets's Co. 
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Sliding Windows. Two-page product sheet illustrates and tells 

merits of the Slidemaster No. 254 Series of aluminum hori- 

zontal sliding windows. Text describes construction, including 

weather stripping, meeting rails and glazing. Rogers Industries. 
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Garage Door. Colorful new Won-Dor-Lite fiberglass and 
aluminum overhead garage door is fully described and il- 
lustrated in a four-page bulletin. Specifications and the four 
decorator colors in which the doors are available are shown. 
Windsor Door Co., Inc. 
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Grilles. New “Anotec Anodized Aluminum Grilles” manual 
provides product specifications, fully detailed with technical 
drawings of the various patterns, plus many _ illustrations 
in full-color showing different applications. Klemp Corp. 
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Windows. Aluminum awning and projected windows produced 

by Miami Window Corp. are graphically presented in a new 

catalog, with half and full scale details of mullions, sections 

and installation procedures. Included is information § on 

operators, hardware and specifications. Miami Window Corp. 
Circle No. 228 on Handy Cover Card 


Soffit System. “V”-Alum Modulastic Soffit System is fully 
described in a two-page catalog sheet. Photograph depicts the 
strikingly smart, low-cost soffit produced from white baked 
enamel aluminum. National Rollex Corp. 
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Color in} Windows & Doors. Free brochure details the ad- 

vantages of aluminum storm-screen combination windows and 

doors now available in black, snow white, pink, bronze, green 

and beige. C. M Flynn Mfg. Co., Div. of Season-all Industries. 
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Gutters and Downspouts. New brochure outlines an “Intro- 
ductory Profit Package” especially designed to help dealers 
cash in on the do-it-yourself demand for baked enamel alumi- 
num rain carrying equipment. Crown Aluminum Industries 
Corp. 
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Aluminum Handbook. Latest information on the properties of 
aluminum and its many alloys, wrought and cast, is presented 
in a 194-page handbook containing 207 tables of data. It is 
offered as a valuable guide to the engineer and designer 
working with aluminum. Index of tables and an itemized cross 
index are included. Reynolds Metals Co. 
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Prime Windows. A 12-page catalog along with three supple- 
mentary bulletins give specifications on the Rogers line of alu- 
minum prime windows and doors. Full-scale sketches show 
interior construction of the extruded aluminum members and 
mounting requirements. Text describes each window style. 
Rogers Industries. 
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Aluminum Building Products. A product data file now avail- 
able includes numerous in-use photographs of the beautiful 
grilles, railings, columns, awning brackets and specialties avail- 
able from Sterling Factories. Application information along 
with sizes, designs and finishes are fully detailed. Sterling 
Factories. 
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NEW .030 ALUMINUM SIDING 


LU-RE-CO approved 


Available in 8” horizontal, vertical and new ‘“Double-4” horizontal 
in 10 “‘color-keyed’’ baked enamel colors 


6 Component Parts of LIFEGUARD ALUMINUM SIDING 


NOTE FACTORY CUT-OUT 








NAIL HOLES 


' 
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| 
PRIME COAT .030 ALUMINUM PRIME COAT 
DUPONT ENAMEL ALODINE 1200 ALODINE 1200 


| Lifequard 


bana sac bat 











No sheathing, insulation board or 
plywood base is needed. Apply 
directly to studding on new con- 
struction, over old siding on re- 
modeling. C. H. A. Approved. 
Lifeguard Industries, Inc., 2425 
Gilbert Ave., Cincinnati 6, Ohio A 
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MASKING TAPE 


..new packaging with 
consumer appeal. 
for easier display 
..and more im- 
pulse sales! 


CARBORUNDUM 
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“He must have 
run a Classified ad in 
Building Materials Merchandiser!” 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classifiea 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. * CHICAGO 3, ILLINOIS 


Lumberman) 








Here's 


sales help 


you dont 
pay for! 


The manufacturer of high-quality, 
widely advertised, brand name prod- 
ucts provides merchandising plans, 
promotional materials, and, often, 
sales help right in your own commu- 
nity. His success is tied to yours— 
you must profit so he can. Profit- 
conscious dealers are finding such 
help especially valuable, now that 
building has leveled off. They know 
that widely advertised, brand name 
building products make selling easi- 
er, less costly. Whether building is 
up or down, brand name products 
are good friends. 





CONFIDENCE 


MEMBER OF 


BRAND, 


SATISFACTION 


Brand Names Foundation, Inc. 


437 Fifth Avenue, New York 16, N.Y. 
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Factors Which Determine 
My Sales Volume 


BY ART HOOD 


(Written especially for Building Materials Merchandiser) 


A Memorandum For The Manufacturer and Wholesaler 
Salesman Who Aspires to Peak Performance 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 101 manage- 
ment workshops 
for dealers and is 
director of the 
Building Industries 
Marketing Institute 
at Purdue Univer- 
sity. His articles ap- 
pear regulariy in 
this magazine. 


(This check list was prepared as the result of an extensive research in 
which over 700 territorial salesmen participated.) 


Factors Beyond My Control 
My territory population and its buying power. 


. The economic climate and outlook. 
. Current business and weather conditions. 
. Demand and prices for agricultural and industrial pro- 


duction in my territory. 

Availability of money and credit for industrial. and 
commercial expansion. 

My ability to supply what my customers want. 


. Customers’ ability to buy imports at lower prices. 
. The variety and diversity of our lines and products. 
. The relative superiority of my company’s lines, prod- 


ucts and services. 


. The extent of my headquarter’s help and support. 

. The amount of advertising backing I am given. 

. The penetration of advertising for our types of products. 
. Our industry’s share of the consumers’ dollar. 


Factors | Can Partially Control 


4. The number and size of dealers I sell. 


i 


24. 
25. 


26. 


The number of leads and prospects I'm given or dig 
up for myself. 

The business management and selling ability of my cus- 
tomers. 

My customers’ turnover of our products. 


. The sales aggressiveness of my customers in terms of 


advertising, sales personnel and market penetration. 
How well my company’s reputation is established. 
How well the company and my sales manager back 
me up. 


. The training I’m given and my use of it. 
. The financing and credit terms I can supply to my cus- 


tomers and my use of them. 


Factors Within My Control 
My knowledge of the territorial possibilities in our 
lines and products. 
My ability at market analysis and forecasting. 
My knowledge of our products’ end uses, item by item. 
My consistency in keeping myself up-to-date on all self- 
improvement and job improvement techniques and 
opportunities. 


2a 


28. 


The extent of my ingenuity and creativity in research, 
analysis, problem solving, and capitalizing solutions. 
My maintenance of the right attitudes: alertness, self- 
confidence, high enthusiasm, insatiable curiosity about 
all aspects of my business; a self-charging energy; sen- 
sitivity to opportunity for myself, my company and my 
customers; customer orientation; service mindedness; 
acceptance of the inevitability of change; awareness 
that everything can be improved; belief that there are 
no limits to my capacity for mental improvement; and 
faith in my power to make constructive changes in my 
environment. 

My ability to plan and organize my work, time and 
follow-through. 

My ability to apply the full leverage of every benefit 
to each prospect in every sale. 

My mastery of the techniques of communication. 


2. The thoroughness of my study and preparation for my 


40. 


41. 


42. 


43. 
44. 


45. 


work and the task at hand. 


. The number of calls I make after thorough preparation. 


My ability to milk the most and the best out of each 

sales call. 

How I fit our lines, products and services to individual 

buyers’ needs. 

My resourcefulness in handling price resistance and 

kindred problems. 

My capacity to consistently remember and apply the 

fundamentals of good selling. 

My ability at finding and rectifying the weak spots in 

my sales work. 

How well I manage the consumption creating activities 

of those I sell to. 

The extent to which I sell for, with and through my 

customers as well as to them. 

How I use the processes of pollination and cross-fer- 

tilization among my accounts. 

My continual practice of viability, i.e. learning from 

and profiting by the experience of others, good, bad 

and sad . . . especially the bad and sad. 

The number of hours per day i put into my job. 

The extent of my understanding and capitalization of 

the immediate and long swing profit chance in each 

sales situation I encounter. 

My customers’ confidence in and friendship for me. 
(continued on page 64) 
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Factors to Determine My Sales Volume 


(begins on page 63) 





46. 
47. 


My sense of timing in calls and offerings. 

My ability to make well satisfied repeat buyers of my 
customers. 

My ability to get customers to think of me and send 
emergency orders to me between calls. 

[he extent to which I penetrate my customers’ minds 
and find the problem there and then come up with 
solutions. 

The extent to which I use known techniques for in- 
creasing customers’ purchases. 

[The thoroughness with which I exploit full value of 
every lead. 

My “empathy”. How I maintain the “you” attitude 
with prospects and customers. 


My efficiency in using the telephone as a selling arm. 
How well I cooperate with headquarters. 

How hungry | am to get all the meat off the bone on 
each sales contact. 

What my competitors do about all of these things, and 
my ability to cope with and checkmate their strategies, 
tactics and procedures. 

My realization that humor is the lubricant of life and 
that there is such a thing as taking myself too seriously. 


Suggested Use for This Check List 
For the salesmen—as a procedure and performance guide 
when the going is tough, when you have lost an importgnt 
sale or you're not quite measuring up to your own godls. 
For the sales manager—in appraising individual salesmen’s 
performance, as a training guide and as an outline for saies 
conferences. 


Art Hood 





Building Materials 
Merchandiser 


Fiow’s Business? 


Building Materials Dealer Sales Pulse 


Marketing Regions 


Zone 3 
South 
Atlantic 


Zone 2 
Middle 
Atlantic 


Zone 1 
North 
Atlantic 
November ‘61 vs 
November ‘60 
Sales: 11 months "61 vs 
11 months '60 
Accounts receivable 
November 30, ‘61 vs 
November 30, '60 — 6 
Inventory: November 30, ‘61 
November 30, '60 — 5 
Next quarter's sales 
estimate 5 
November weather MIXED 


Sales 


Annual income rose to $425 billion on a seasonally-adjusted 
basis in October as the economy picked up speed. Retail sales 
spurted to the second highest level on record. 

Gross national product reached a $526 billion annual rate in 
the third quarter, up 4% over 1960. The Commerce Dept. 


predicted a sizable increase in 1962 


In addition te the previous 5, 10, 15 and 20-year amortization 


Zone 4 
East North 
Central 


Zone 9 
Pacific 


Zone 8 
Mountain 


Zone 7 
West South 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


- 2% 
FAIR 


options on section 203k and 220h home improvement loans, 
the Federal Housing Administration will now permit 3,7,12 
and 15-year options. 


to maintain the present 5-14 % interest 
rate On mortgages it insures. With FHA interest rates down, 
most life insurance companies are shying away from such 
loans and are pressing for income property and conventional 
home loans. 


FHA said it intends 





MORE HELPFUL FACTS ON 
ADVERTISED PRODUCTS? 


Use the postage-paid reply cards on the 


back cover of the issue 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum eharge of $1.50 per line. 


3 Times—25c per word for each consecutive 
Insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agenty commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill 
Phone Fi 6-7788 





HELP WANTED 








A fast growing regional retail distributor of 
nationally advertised building materials has 
openings for young men of executive calibre 
who have had some experience in total build- 
ing material field. Qualifying individuals will 
be placed in expanding program immediately. 
The men we need must have the ability to 
manage a service organization including an 
on location sales force. They should have a 
working knowledge of mechanized materials 
handling and have some knowledge of a 
broad range of building materials. 

Should be willing to relocate as additional 
opportunities within the organization are pre- 
sented to them. Address Box R-61 Building 
Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











We are expanding our dealer-builder organ- 
ization to all areas of the country. We need 
men to establish dealerships and train sales 
personnel. Background as sales representa- 
tive for a building materials manufacturer 
desired. Must be willing to travel. Age 25- 
33 preferred. 

Write I.B.C. Corporation, c/o Southern 
Homes, Inc., Charlestén, Illinois — Atten- 
tion President. 

Reply in writing only. All replies confiden- 
tial. 





LUMBER FOR SALE 





Let us quote delivered prices 
FARM FENCING CYPRESS 
Tidewater Red or Deep Ir Yellow 


1x6, 1x8, 1x10, 1x1 
Heavy 12’, 14’, 16’ lengths 


JAMES E. STARK CO., INC. JA7-5396 
P. O. Box 142, Memphis, Tenn. 





BUSINESS FOR SALE | 








Well-Established building materials firm in 
Northeast Colorado. Town on major high- 
way. Prosperous grain farming and ranch 
area. Brick office. Ample shed and warehouse 
space. Inventory at market. Address Box 
R-68 Building Materials Merchandiser. 





MISCELLANEOUS FOR SALE | 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





ADVERTISERS’ INDEX 








Alcoa Building Products, Inc 
Alsar Manufacturing Co 
Arrow Fastener Co., Inc 
Bradley-Southern Div., 

Potlatch Forests, Inc. ....... 
Brand Names Foundation, Inc 
Carborundum Co., The . 

Clary Corporation ... 
Crown Aluminum Industries Corp 
Cupples Products Corp., 

Div. of Aluminum Co. of America 
Dur-O-waL Div., 

Cedar Rapids Block Co 
Feather-lite Mfg. Co. ... ete 
Hager & Sons Hinge Mfg. Co., C. 
Hastings Aluminum Products, Inc 
Hess Manufacturing Co. ; 
Homasote Company 
Home Improvement Products Show 


Kelco Div., Wells Aluminum Corp 
Lifeguard Industries, Inc .59, 61 


Macklanburg-Duncan Co. 26-27 
Minnesota Mining and Mfg. Co. ......58, 59 
Moloney Co., The . ; . 14 


Peerless Grille Co. .... - ie 
Pittsburgh Plate Glass 3 ee — 
Potlatch Forests, Inc., 

Bradley-Southern Div 


Quaker State Metals Co 
Republic Steel Corp., 
Truscon Div. .. 
Southern Homes, Ine 
U. S. Plywood Corp 
Weather-Proof Co., The 
Wells Aluminum Corp 
Wells Aluminum hie 
Kelco Div or 
Wepco 


Approve General Plywood’s 
Acquisition of Kochton 
LOUISVILLE—General Plywood 
Corp. stockholders have approved ac- 
quisition of Kochton Plywood & 
Veneer Co., Chicago. They also ap- 
proved elimination of a 100-year lim- 
it on the life of the corporation and 
cancellation of a $5 million debt 
limit. Henry M. Reed, Jr. is president 
of GP. 
Particleboard Identification 
WASHINGTON—Directors of the 
National Particleboard Assn. ap- 
proved a long-range program to ob- 
tain product identity through stamp- 
ing and product promotion. It calls 
for development of industry stand- 
ards in addition to those already rec- 
ognized, which are the FHA mate- 
rials bulletin UM-28 covering particle- 
board floor underlayment and the 
commercial standard published by the 
Commerce Dept., CS236-61. NPA’s 
1962 annual meeting was set for Dal- 
las Jan. 9-10. 
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“Here's a book 
I think you 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


99 Ways To Sell At A Profit 


Against Cut-Price Competition 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 


To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Wa ae Bees SF SS SS = = 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe Street 
Chicago 3, Illinois 


Send me ______ copies of “99 Ways 
to Sell at a Profit Against Cut-Price 


” 


Competition."" Money to cover is en- 


closed. 

Nume 
Company___ 
a 


Se ae 


City. - " 


State 





Gieres-enunen en meet sewin ete 
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What's the Building Materials 


Merchandiser 


Price? 


Estimated expenditures for home maintenance and improve- 
ment in the first half of 1961 amounted to nearly $7 billion. 
the Census Bureau said. 


Private housing starts climbed 4% in October from September 
to a seasonally-adjusted annual rate of 1,442,000, highest 
month since 1959. 


Cumulative production for the first 10 months of 1960 
amounted to 6.6 billion bd. ft. compared with 7.2 billion 
ft. for the like 1960 period, the West Coast Lumbermens 
Assn. reported. 


Orders totaled 76.8 million bd. ft. for 106 mills reporting to the 
Western Pine Assn. compared with 51.8 million ft. in the 
corresponding November week last year. 


The Southern Pine Assn. indicated that orders for the first 
43 weeks of 1961 by 84 mills were up 9% over the like 
7c 


1960 period and shipments were up 7% 


Current Retail Price Range 


Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 | Zone 8 Zone 9 
North Middle South Eest North East South | West North | West South Pacific 


tractors, besed on reports trom leading | | Netihain 

dealers received every two weeks by Atlantic Atlontic Atlontic | Central Central | Central Central Coast 

Building Materials Merchandiser 
Low High Low High Low High 


Retail prices to typical one-house com 


High Low High Low High Low High | Low High High 


LUMBER 
Dowgles Fir 
Dimension 
Std. & Btr. R/L 2x4 green 
Std. & Bre. R/L 2x4 dry 
Std. & Brr, R/L 2x10 green 
Std. & Bor. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension 
Std. & Bor. R/L 2x4 dey 
Std. & Bre. R/L 2x10 dry 
Western Pine 
Boords 
No. 2 & Bir. R/L 1x8 dry SAS, shiplap 
No. 3 & Bir. R/L 18 dry SAS, shiplap 
Southern Pine 
Dimensions 
No. 2 & Btr. R/L 2x4 dry 
No. 2 & Brr. RL 2x10 dry 
Boords 
No. 2 & Bir. R/L 128 dry SAS o 
D&M or shiplap, dry 
Hardwood Flooring 
Select ook 25/32" « 2'4"" plain sowed 
Ne. } Com. ook 25/32"" « 2'4"" pl. sew 
Interior Softwood Paneling 
No. 2 ponderose pine R/W 200. | 265. | 195. 
Wood Siding 
Redwood clear al! heart bevel siding | 
ye" s 10" | 330. 220 
“A” cedar bevel siding 3/4" x 10” 315. 245, 
Wood Shingles | 
Cedar shingles 5/2 No. | 16°" - 5X | | 7.4 15.45 28. 








PLYWOOD 
Fir, /4"" DFPA-AD interior glue ; , hes, ; 9. 159. ya 
Fir, /é" DEPA-AC exterior give j , =e . | 100. 100. 170. «| WN. (170. 
Fir, 8" DFPA-CD sheathing int. give > | . ‘ ’ 3 ‘ . . 99. 160. | . 160. 
Fir, V2" DFPA-CD sheathing int. glue | b : , h . L . . 127.50 200. 5 
Fir, 5/8" DFPA-CD sheathing int. glue . 5 . 4 L 5 145. 230. | 4 230. 


MILLWORK 

Phil. mehogeny (Leven) flush door 
1-1/8" 2-626-8 

Birch flush door 1-3/8" 2-6x6-8 

Deuble-hung window 2-424-6, setup, 
glazed, weather stripped, balanced 


BUILDING MATERIALS 
Ovtside ahite peint, first grade | 5.98 > 6. d 8.65 . . : 9 
8d common stee! nails, U.S. mode > ’ 12. " 3 ; 11.84 . 2. . ; . 19. 
Min. wool insulation, tull-riick bett a. ; " . | \ 104. 4 " 3 5 
Ceiling Tile 12" x 12" , 92.80 " " 4 | 100. . " > | = 
1/2" Insulating building board . ' 57.0 , 68.50 91. i , ‘ ; 120, . 6 . 126. 
25/32” insulating sheething 122. 190. | 100. , 3 : 160. : ; 169.50 
V8" gypsum wollboord , » , ' x “ , ‘ . Le 70. . . b 70. 
1/8°" tempered hardboard ‘ | | & 180. ‘ ’ be , 210. , J . 139 
21 Se thick butt esphelt shingles 9 : ? |} 675 10.25 } ck ik 10.31 : 8.50 8.40 13.590 











9.45 12.90 8 12.90 15. | 6.80 es 9.90 13.75 13.22 8.40 13.43 


7.02 9.90} 640 9.90 | MN. | 4.90 ‘ 6.80 8.95 9.9% 5.00 9.68 


3. Sh 


2———————E 


15.25 BW. 15. 27.50 | 35.99 | 12.50 . . 17.28 26.50 28.45 17.7% = (40. 
$$$ +} _____— tA eee ee + tn chan 





lw 
= 

















"Price rise +Price deciine 


66 December 18, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 























BE A TIGER! 


Aggressive and shrewd merchandising and promo- 
tion pays off. You’d probably be the first to testify 
to this. But...in the next breath, you’d undoubt- 
edly point out that the everyday problems and 
demand. of sales, service, personnel, inventory, 
finances, and especially t/me, keep you from being 
the “‘tiger’”’ you’d like to be when it comes to the 
planning of long-range, profitable sales promotions. 


Wepco, America’s fastest growing aluminum build- 
ing products manufacturer, invites you to turn the 
bulk of your promotion problems over to them. For 
any lumber dealer who wants to profit by it, Wepco 
has developed a most successful advertising and 
sales promotion campaign. In a unique way, Wepco 
will feature your place of business as the one-stop 
headquarters in your community, not only for 
Wepco storm-screen doors and windows, and alumi- 





LITCHFIELD, ILLINOIS 
The BUY-Word for Quality in Aluminum Building Products 


num siding, but for all home improvement products. 
You share the limelight with a national manufac- 
turer, while they’re picking up most of the tab! 
It’s been proved... you can’t lose! 


Most important—Wepco won’t let you die-on-the- 
vine. You will be constantly supplied with a num- 
ber of multi-week, hard-sell promotions to assure 
you your full share of aluminum products business 
all year long, because Wepco means business in ’62! 





The Weather-Proof Company, Litchfield, Illinois , Dept. 8-B 


Please tell me how | can be a “tiger” with Wepco’s “Key” Promo- 
tions. Send me more information about the following promotions: 


Home Improvement Jamboree... Winter Won't Wait... 


Gold Key .. . Truckload Sale 

Name...... 

Firm.. 

Address........ 

on ee .... State.. 
My Distributor is 


Circle No. 29 on Handy Cover Card 
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14 
27 
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53 
66 
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28 
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214 
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306 30 
319 37 
332 33 
345 34 
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Company 
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( 
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) Prefe 


This card goed until February 15, 1962 


Advertised Products December 18, 1967 
1 2 456786 9 OH 2 
14.15 17 18 19 20 21 22 23 24 25 

27 28 30 31 32 34 35 36 37 38 

40 41 43 44 45 47 48 49 50 51 

53 54 56 57 58 60 61 62 63 

66 67 69 70 71 73 74 75 76 

79 80 82 83 84 86 87 88 89 

92 93 95 96 97 99 100 101 102 103 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 

214 215 216 217 218 219 220 221 222 223 224 225 

227 228 229 230 231 232 233 234 235 236 237 

240 241 242 243 244 245 246 247 248 249 250 

253 254 255 256 257 258 259 260 261 262 263 

266 267 268 269 270 271 272 273 274 275 276 

279 280 281 282 283 284 285 286 287 288 289 

292 293 294 295 296 297 298 299 300 301 302 

305 306 307 308 309 310 311 312 313 314 315 316 

318 319 320 321 322 323 324 325 326 327 328 

331 332 333 334 335 336 337 338 339 340 341 342 
345 346 347 348 349 350 351 352 353 354 355 
358 359 360 361 362 


) Dealer ) Wholesaler 
) Prefabricator ( ) Other Please Specify 


his card geed until February 15, 1962 


dvertised Products December 18, 1967 


2343 46 728 3 8 Nee 
15 16 17 18 19 20 21 22 23 24 25 26 
28 29 30 31 32 33 34 35 36 37 38 
41 42 43 44 45 46 47 48 49 50 51 52 
54 55 56 57 58 59 60 61 62 63 64 

68 69 70 71 72 73 74 75 76 77 
81 82 83 84 85 86 87 88 89 90 
94 95 96 97 98 99 100 101 102 103 


ew Products, Sales Aids, Equipment, 


202 203 204 205 296 207 208 209 210 211 212 
215 216 217 218 219 220 221 222 223 224 225 
228 229 230 231 232 233 234 235 236 237 238 
241 242 243 244 245 246 247 248 249 250 251 
254 255 256 257 258 259 260 261 262 263 

267 268 269 270 271 272 273 274 275 276 

280 281 282 283 284 285 286 287 288 

293 294 295 296 297 298 299 300 301 

306 307 308 309 310 311 312 313 314 

319 320 321 322 323 324 325 326 327 

332 333 334 335 336 337 338 339 340 341 342 
345 346 347 348 349 350 351 352 353 354 355 
358 359 360 361 362 


eck as many as apply: 


( ) Dealer ( ) Wholesaler 
( ) Prefabricator ( ) Other Please Specify 
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G In Canada: Canadian Pittsburgh Industries Limited 





Circle No. 3 on Handy Cover Card 





yw to build a 
ay profit—with 
NNVERNON* 


ndow Glass 


are three profits you can make when 
your customers know that you sell 
ENNVERNON® Window Glass: 


rofit you make on the glass itself 
ne on sale of glass-installing accessories 


n the other purchases your customers re- 
er when they’re in your store. 


more, there’s no need to tie up hard- 
profits in costly inventories or space. 
cal PPG branch or distributor pro- 
lick delivery on any size of PENNVERNON 
v Glass. 
that’s not all—you’re creating cus- 
ood will by giving him the best. PPG 
2RNON Window Glass has a surface fin- 
is scratch-resistant and exceptionally 
on both sides. No other window glass 
s PENNVERNON for clarity and free- 
ym distortion. For further information 
motional material see your PPG branch 
ibutor. 


’ 


é«RnOon the world’s finest 
Pact window glass 


LASS COMPANY 
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